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ABSTRACT 
This dissertation was written as a part of the MSc in e-Business & Digital Marketing at the 
International Hellenic University (IHU). In this thesis, where several digital marketing technics 
and methods had been applied and they will be demonstrated below, was the most main and 
crucial part of this dissertation in order to reach its completion. We are going first to present 
and explain the term “Digital Marketing”, how it works and the benefits that you would earn 
adopting it. Then, Digital Marketing methods are going to be presented that were applied using 
specific tools (e.g. Google Ads, Google Analytics etc.) while it will be explained the reasons 
for selecting these tools and the strategy followed for the marketing campaigns. Furthermore, 
the results of the applied methods will be fully analyzed in depth and it will be demonstrated in 
detail by presenting several statistics and comparisons between certain periods of time (before, 
during and after digital marketing campaigns). Then, an evaluation of the campaigns will be 
presented by making several observations and comments about the results and data that were 
presented previously and future work will be suggested. 
This work would have not been possible without Zambetas Inc. for granting all the necessary 
tools that where needed in order to complete my thesis, supporting me with all the available 
means that they could offer and for providing me the funding of the work which was the most 
crucial part of the dissertation. I would also like to extend my deepest gratitude to my supervisor 
Prof. Magnisalis Ioannis who helped me, guided me and provided me any needed information 
that was necessary for the thesis completion. I would like, also, to express my appreciation to 
the Dissertation Committee who provided me extensive guidance and psychological support 
through these months. I am also extremely grateful to University’s professors who taught me 
how to handle, to approach and to execute university’s projects more efficiently and effectively. 
Moreover, I am also grateful to my classmates, who through the semesters and several 
collaborations during all of our projects, helped me built a strong personality and to become a 
competitive Digital Marketeer that respects others opinion and acknowledge hard work and 
loyalty to our profession. I want, also, to give special thanks to librarians for providing me 
useful material for my thesis and for supporting me whenever I asked it. And last but not least, 
I want to dedicate this work to my family who believed in me, gave me the psychological and 
mental support that I needed and who taught me to the values of life, hardworking and vision. 
Chatzigeorgiou Ioannis 
02/02/2020 
4 
 
TABLE OF CONTENTS  
ABSTRACT ........................................................................................................................................................... 3 
TABLE OF CONTENTS ...................................................................................................................................... 4 
TABLE OF FIGURES .......................................................................................................................................... 5 
1. INTRODUCTION ........................................................................................................................................ 7 
2. TRADITIONAL & DIGITAL MARKETING .......................................................................................... 8 
2.1 TRADITIONAL MARKETING – ADVANTAGES & CHALLENGES ....................................... 9 
2.1.1 TRADITIONAL MARKETING ADVANTAGES ................................................................... 9 
2.1.2 TRADITIONAL MARKETING CHALLENGES ................................................................. 10 
2.2 DIGITAL MARKETING – ADVANTAGES & CHALLENGES ................................................. 10 
2.2.1 DIGITAL MARKETING ADVANTAGES ............................................................................ 10 
2.2.2 DIGITAL MARKETING CHALLENGES ............................................................................ 11 
2.3 DIGITAL VS TRADITIONAL MARKETING .............................................................................. 12 
3 ZAMBETAS INC. ...................................................................................................................................... 14 
4 ZAMBETAS IN THE INDUSTRY ........................................................................................................... 17 
5 MARKET & COMPETITORS ANALYSIS ............................................................................................ 20 
5.1 WEBSITES OVERVIEW ................................................................................................................. 21 
5.2 CHANNELS ANALYSIS .................................................................................................................. 22 
5.3 ENGAGEMENT METRICS ............................................................................................................ 24 
6 1ST DIGITAL CAMPAIGN ....................................................................................................................... 28 
6.1 GOOGLE ADS .................................................................................................................................. 28 
6.1.1 GOOGLE ADS SETTINGS ..................................................................................................... 29 
6.1.2 KEYWORD ANALYSIS .......................................................................................................... 31 
6.1.3 GOOGLE ADS RESULTS....................................................................................................... 34 
6.2 FACEBOOK ADS ............................................................................................................................. 43 
6.2.1 FACEBOOK ADS SETTINGS ................................................................................................ 43 
6.2.2 FACEBOOK ADS RESULTS ................................................................................................. 47 
7 2ND DIGITAL CAMPAIGN....................................................................................................................... 55 
7.1 GOOGLE ADS .................................................................................................................................. 55 
7.1.1 GOOGLE ADS SETTINGS ..................................................................................................... 55 
7.1.2 GOOGLE ADS RESULTS....................................................................................................... 60 
7.2 FACEBOOK ADS ............................................................................................................................. 71 
7.2.1 FACEBOOK ADS SETTINGS ................................................................................................ 72 
7.2.2 FACEBOOK ADS RESULTS ................................................................................................. 75 
8 CONCLUSIONS & FUTURE WORK ..................................................................................................... 88 
BIBLIOGRAPHY ............................................................................................................................................... 90 
APPENDIX .......................................................................................................................................................... 91 
 
 
5 
 
TABLE OF FIGURES 
FIGURE 1: TRADITIONAL MARKETING CHANNELS ................................................................................................... 8 
FIGURE 2: DIGITAL MARKETING CHANNELS............................................................................................................ 9 
FIGURE 3: TRADITIONAL VS DIGITAL MARKETING ................................................................................................ 13 
FIGURE 4: ZAMBETAS INC. WEBSITE ..................................................................................................................... 15 
FIGURE 5: ZAMBETAS INC. MAIN PORTAL ............................................................................................................. 16 
FIGURE 6: ZAMBETAS INC. E-STORE ....................................................................................................................... 16 
FIGURE 7: E-STORE RANKING ................................................................................................................................ 17 
FIGURE 8: ZAMBETAS' E-STORE MARKETING CHANNELS ...................................................................................... 17 
FIGURE 9: ONLINE STORE GENERAL INFO ............................................................................................................. 18 
FIGURE 10: E-STORE TRAFFIC SOURCES ................................................................................................................ 18 
FIGURE 11: E-STORE DEMOGRAPHICS ................................................................................................................... 19 
FIGURE 12: WEBSITES PERFORMANCE ................................................................................................................... 21 
FIGURE 13: WEBSITES AUDIENCE .......................................................................................................................... 21 
FIGURE 14: CHANNELS OVERVIEW ........................................................................................................................ 22 
FIGURE 15: DIRECT SEARCH .................................................................................................................................. 22 
FIGURE 16: PAID SEARCH ...................................................................................................................................... 23 
FIGURE 17: REFERRAL TRAFFIC SHARE 1 .............................................................................................................. 24 
FIGURE 18: REFERRAL TRAFFIC SHARE 2 .............................................................................................................. 24 
FIGURE 19: ENGAGEMENT METRICS ...................................................................................................................... 25 
FIGURE 20: MONTHLY VISITS ................................................................................................................................ 25 
FIGURE 21: MONTHLY UNIQUE VISITORS .............................................................................................................. 26 
FIGURE 22: AVERAGE VISIT DURATION ................................................................................................................. 26 
FIGURE 23: VISITS OVER TIME .............................................................................................................................. 27 
FIGURE 24: 1ST GOOGLE AD CAMPAIGN SETTINGS 1 .............................................................................................. 29 
FIGURE 25: 1ST GOOGLE AD CAMPAIGN SETTINGS 2 .............................................................................................. 29 
FIGURE 26: 1ST GOOGLE AD CAMPAIGN - DESKTOP VERSION ................................................................................ 30 
FIGURE 27: 1ST GOOGLE AD CAMPAIGN - MOBILE VERSION .................................................................................. 30 
FIGURE 28: ONLINE STORE HISTORICAL METRICS THROUGH GOOGLE KEYWORDS PLANNER ............................... 31 
FIGURE 29: ONLINE STORE HISTORICAL METRICS THROUGH SIMILARWEB .......................................................... 32 
FIGURE 30: KEYWORDS FORECASTS ...................................................................................................................... 33 
FIGURE 31: KEYWORDS HISTORICAL METRICS ...................................................................................................... 33 
FIGURE 32: 1ST GOOGLE AD CAMPAIGN KEYWORDS.............................................................................................. 34 
FIGURE 33: 1ST GOOGLE AD CAMPAIGN OVERVIEW ............................................................................................... 35 
FIGURE 34: 1ST GOOGLE AD CAMPAIGN KEYWORDS PERFORMANCE 1 .................................................................. 36 
FIGURE 35: 1ST GOOGLE AD CAMPAIGN KEYWORDS PERFORMANCE 2 .................................................................. 36 
FIGURE 36: 1ST GOOGLE AD CAMPAIGN KEYWORDS PERFORMANCE 3 .................................................................. 36 
FIGURE 37: 1ST GOOGLE AD CAMPAIGN KEYWORDS PERFORMANCE 4 .................................................................. 37 
FIGURE 38: 1ST GOOGLE AD CAMPAIGN GENDER DISTRIBUTION 1 ........................................................................ 37 
FIGURE 39: 1ST GOOGLE AD CAMPAIGN GENDER DISTRIBUTION 2 ........................................................................ 38 
FIGURE 40: 1ST GOOGLE AD CAMPAIGN AGE DISTRIBUTION 1 ............................................................................... 38 
FIGURE 41: 1ST GOOGLE AD CAMPAIGN AGE DISTRIBUTION 2 ............................................................................... 39 
FIGURE 42: 1ST GOOGLE AD CAMPAIGN GOOGLE ANALYTICS OVERVIEW ............................................................. 40 
FIGURE 43: 1ST GOOGLE AD CAMPAIGN BEHAVIOR OVERVIEW ............................................................................. 41 
FIGURE 44: 1ST GOOGLE AD CAMPAIGN HOURS OF THE DAY OVERVIEW .............................................................. 42 
FIGURE 45: 1ST GOOGLE AD CAMPAIGN HOURS OF THE DAY 1 .............................................................................. 42 
FIGURE 46: 1ST GOOGLE AD CAMPAIGN HOURS OF THE DAY 2 .............................................................................. 42 
FIGURE 47: 1ST FACEBOOK CAMPAIGN SETTINGS 1 ................................................................................................ 44 
FIGURE 48: 1ST FACEBOOK CAMPAIGN SETTINGS 2 ................................................................................................ 44 
FIGURE 49: 1ST FACEBOOK CAMPAIGN SETTINGS 3 ................................................................................................ 45 
FIGURE 50: 1ST FACEBOOK CAMPAIGN - DESKTOP VERSION .................................................................................. 46 
FIGURE 51: 1ST FACEBOOK CAMPAIGN - MOBILE VERSION .................................................................................... 46 
FIGURE 52: 1ST FACEBOOK CAMPAIGN OVERVIEW ................................................................................................. 47 
FIGURE 53: 1ST FACEBOOK CAMPAIGN AGE DISTRIBUTION 1 ................................................................................. 48 
FIGURE 54: 1ST FACEBOOK CAMPAIGN AGE DISTRIBUTION 2 ................................................................................. 48 
6 
 
FIGURE 55: 1ST FACEBOOK CAMPAIGN GENDER DISTRIBUTION 1 .......................................................................... 49 
FIGURE 56: 1ST FACEBOOK CAMPAIGN GENDER DISTRIBUTION 2 .......................................................................... 50 
FIGURE 57: 1ST FACEBOOK CAMPAIGN AGE & GENDER DISTRIBUTION 1............................................................... 51 
FIGURE 58: 1ST FACEBOOK CAMPAIGN AGE & GENDER DISTRIBUTION 2............................................................... 51 
FIGURE 59: 1ST FACEBOOK CAMPAIGN REGION DISTRIBUTION .............................................................................. 52 
FIGURE 60: 1ST FACEBOOK CAMPAIGN HOURS DISTRIBUTION 1 ............................................................................ 53 
FIGURE 61: 1ST FACEBOOK CAMPAIGN HOURS DISTRIBUTION 2 ............................................................................ 54 
FIGURE 62: 2ND GOOGLE AD CAMPAIGN SETTINGS 1 ............................................................................................. 56 
FIGURE 63: 2ND GOOGLE AD CAMPAIGN SETTINGS 2 ............................................................................................. 56 
FIGURE 64: 2ND GOOGLE AD CAMPAIGN SETTINGS 3 ............................................................................................. 57 
FIGURE 65: 2ND GOOGLE AD CAMPAIGN SETTINGS 4 ............................................................................................. 58 
FIGURE 66: 2ND GOOGLE AD CAMPAIGN SETTINGS 5 ............................................................................................. 58 
FIGURE 67: 2ND GOOGLE AD CAMPAIGN SETTINGS 6 ............................................................................................. 59 
FIGURE 68: 2ND GOOGLE AD CAMPAIGN - DESKTOP VERSION ............................................................................... 59 
FIGURE 69: 2ND GOOGLE AD CAMPAIGN - MOBILE VERSION ................................................................................. 60 
FIGURE 70: 2ND GOOGLE AD CAMPAIGN OVERVIEW .............................................................................................. 61 
FIGURE 71: 2ND GOOGLE AD CAMPAIGN KEYWORDS PERFORMANCE .................................................................... 62 
FIGURE 72: 2ND GOOGLE AD CAMPAIGN GENDER DISTRIBUTION 1 ........................................................................ 63 
FIGURE 73: 2ND GOOGLE AD CAMPAIGN GENDER DISTRIBUTION 2 ........................................................................ 63 
FIGURE 74: 2ND GOOGLE AD CAMPAIGN AGE DISTRIBUTION 1 .............................................................................. 64 
FIGURE 75: 2ND GOOGLE AD CAMPAIGN AGE DISTRIBUTION 2 .............................................................................. 64 
FIGURE 76: 2ND GOOGLE AD CAMPAIGN DAYS & HOURS DISTRIBUTION 1 ............................................................ 65 
FIGURE 77: 2ND GOOGLE AD CAMPAIGN DAYS & HOURS DISTRIBUTION 2 ............................................................ 66 
FIGURE 78: 2ND GOOGLE AD CAMPAIGN DAYS & HOURS DISTRIBUTION 3 ............................................................ 66 
FIGURE 79: 2ND GOOGLE AD CAMPAIGN DAYS & HOURS DISTRIBUTION 4 ............................................................ 67 
FIGURE 80: 2ND GOOGLE AD CAMPAIGN GOOGLE ANALYTICS OVERVIEW ............................................................ 68 
FIGURE 81: 2ND GOOGLE AD CAMPAIGN BEHAVIOR OVERVIEW ............................................................................ 69 
FIGURE 82: 2ND GOOGLE AD CAMPAIGN HOURS OF THE DAY OVERVIEW .............................................................. 70 
FIGURE 83: 2ND GOOGLE AD CAMPAIGN HOURS DISTRIBUTION 1 .......................................................................... 70 
FIGURE 84: 2ND GOOGLE AD CAMPAIGN HOURS DISTRIBUTION 2 .......................................................................... 71 
FIGURE 85: 2ND FACEBOOK CAMPAIGN SETTINGS 1 ............................................................................................... 72 
FIGURE 86: 2ND FACEBOOK CAMPAIGN SETTINGS 2 ............................................................................................... 73 
FIGURE 87: 2ND FACEBOOK CAMPAIGN - DESKTOP VERSION ................................................................................. 74 
FIGURE 88: 2ND FACEBOOK CAMPAIGN - MOBILE VERSION ................................................................................... 74 
FIGURE 89: 2ND FACEBOOK CAMPAIGN OVERVIEW ................................................................................................ 75 
FIGURE 90: 2ND FACEBOOK CAMPAIGN AGE DISTRIBUTION 1 ................................................................................ 76 
FIGURE 91: 2ND FACEBOOK CAMPAIGN AGE DISTRIBUTION 2 ................................................................................ 76 
FIGURE 92: 2ND FACEBOOK CAMPAIGN GENDER DISTRIBUTION 1 .......................................................................... 77 
FIGURE 93: 2ND FACEBOOK CAMPAIGN GENDER DISTRIBUTION 2 .......................................................................... 77 
FIGURE 94: 2ND FACEBOOK CAMPAIGN AGE & GENDER DISTRIBUTION 1 .............................................................. 78 
FIGURE 95: 2ND FACEBOOK CAMPAIGN AGE & GENDER DISTRIBUTION 2 .............................................................. 78 
FIGURE 96: 2ND FACEBOOK CAMPAIGN REGION DISTRIBUTION ............................................................................. 79 
FIGURE 97: 2ND FACEBOOK CAMPAIGN HOURS DISTRIBUTION 1 ............................................................................ 80 
FIGURE 98: 2ND FACEBOOK CAMPAIGN HOURS DISTRIBUTION 2 ............................................................................ 81 
FIGURE 99: 2ND FACEBOOK CAMPAIGN HOURS DISTRIBUTION 3 ............................................................................ 81 
FIGURE 100: 2ND FACEBOOK CAMPAIGN 25+ MALES AD SET OVERVIEW .............................................................. 82 
FIGURE 101: 2ND FACEBOOK CAMPAIGN 25+ MALES AD SET AGE DISTRIBUTION ................................................. 82 
FIGURE 102: 2ND FACEBOOK CAMPAIGN 25+ MALES REGION DISTRIBUTION ........................................................ 83 
FIGURE 103: 2ND FACEBOOK CAMPAIGN 25+ MALES AD SET HOURS DISTRIBUTION 1 .......................................... 84 
FIGURE 104: 2ND FACEBOOK CAMPAIGN 25+ MALES AD SET HOURS DISTRIBUTION 2 .......................................... 84 
FIGURE 105: 2ND FACEBOOK CAMPAIGN 45-65+ FEMALES AD SET OVERVIEW ..................................................... 85 
FIGURE 106: 2ND FACEBOOK CAMPAIGN 45-65+ FEMALES AD SET AGE DISTRIBUTION ........................................ 85 
FIGURE 107: 2ND FACEBOOK CAMPAIGN 45-62+ FEMALES AD SET REGION DISTRIBUTION ................................... 85 
FIGURE 108: 2ND FACEBOOK CAMPAIGN 45-65+ FEMALES AD SET HOURS DISTRIBUTION 1 ................................. 86 
FIGURE 109: 2ND FACEBOOK CAMPAIGN 45-65+ FEMALES AD SET HOURS DISTRIBUTION 2 ................................. 86 
7 
 
1. INTRODUCTION 
Digital Marketing as a term had come into our lives recently. A lot of people think that 
Marketing, in general, is just advertising to increase sales. But marketing is nothing but 
everything that a company does to increase customer attraction and to maintain their 
relationship. Digital Marketing, however, it’s a constantly evolving concept, according to the 
Digital Marketing Institute; it is defined as the use of digital technologies to create an integrated, 
targeted and measurable practice that assists in acquiring and retaining customers while 
deepening their relationship with them. Digital marketing also includes the direct concepts of 
marketing, which treats customers as individuals and is determined not only by their individual 
characteristics but also by how they behave and interact. Moreover, it’s the marketing of 
products or services that use digital technologies, mobile phones, display advertising and any 
other digital tool. [7][2]  
Digital marketing also includes the application of digital technologies, namely the internet, e-
mail, databases, mobile/wireless and digital television, in order to support interactive marketing 
activities. These activities are aimed at achieving a profitable relationship, acquiring and 
retaining customers in the process of retrieving multiple channels of customer communication. 
Since the internet is only one of the technologies used, it should be noted at this point that 
marketing is increasingly using other digital forms for customer service, so the term digital 
marketing seems to be more appropriate than the limited definition previously given to it as 
"Internet Marketing". So, digital marketing includes all those digital marketing actions to 
promote the product or service through technology. It is important to note that digital marketing 
is nevertheless an important contributor to the internationalization of a business. [3][9] 
Digital marketing is a form of evolution of traditional marketing. Nowadays, since 
entrepreneurs and consumers live, work and communicate through the digital environment, it 
is logical for marketing to follow these new steps. Digital marketing is comparable to traditional 
marketing except for the fact that digital devices and digital media are used. Factors such as 
globalization, technological progress and the ever-increasing needs of businesses play a key 
role in this development. The main difference between digital and traditional marketing is that 
the first term uses digital technologies and, in that results, can be measured, enable targeted 
communication and facilitate the creation of relationships between customers and businesses, 
while in traditional marketing communication customers are becoming more massive. [7][10] 
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2. TRADITIONAL & DIGITAL MARKETING 
Marketing as a function does not operates alone and it’s fully connected with other business 
activities and operations. It includes advertising, delivering and selling products to customers 
while the people who works in these departments trying to get the attention of the customers 
with several ways, such as packaging, endorsements, slogans and public events. There are two 
categories of marketing: Digital and Traditional.Traditional Marketing is the function that 
operates and being applied for decades from almost every company even at its simplest form 
either as their main operation or as a small part of their existence.  
There are several channels that traditional marketing can be expressed, and those channels are: 
Magazines, Newspapers, Flyers & Brochures, Radio, TV Ads, Billboards, Catalogs, Posters 
etc. Moreover, some street events help traditional marketing to be as effective as possible in 
order to attract more customers.  
On the other hand, Digital Marketing channels are totally different comparing to traditional 
marketing, and they have introduced themselves a few years ago. Some of those are: E-mail 
Marketing, Affiliate Marketing, Social Media Marketing, Online Advertising, Search Engine 
Optimization (SEO), Viral Marketing etc. However, the main difference for Digital Marketing 
is that in order to work properly and be as effective as companies are anticipating being, it 
highly depends on customers or users to have access on the internet, and some knowledge or 
skills in using specific tools. [1][7] 
 
Figure 1: Traditional Marketing Channels 
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Figure 2: Digital Marketing Channels 
 
2.1 TRADITIONAL MARKETING – ADVANTAGES & 
CHALLENGES 
2.1.1 TRADITIONAL MARKETING ADVANTAGES 
a. Sometimes, in order to reach old generation, which they are not used to new 
technologies and innovations, traditional marketing seems to be the only way to reach 
them, while digital marketing won’t be that effective as the traditional method. 
b. Traditional marketing most affective strategy is person-to-person, because since the 
early days of the term “marketing”, the most effective way to market and promote a 
product was a more direct selling method. 
c. Traditional marketing can offer hard copy material that can help providing good results 
advertising and selling products in a more direct way. [4][8] 
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2.1.2 TRADITIONAL MARKETING CHALLENGES 
a. Sometimes, traditional marketing methods can be very expensive for potential 
customers and businesses. Radios, TVs, or brochures are often very costly, while 
business cards and mailers are very expensive to print. 
b. Given that, traditional marketing is static, that means that it cannot fully interact with 
the targeted audience. 
c. Traditional marketing and outsourcing can be combined but it would be extremely 
expensive. Printing materials and creating advertisements requires budget that most of 
the time a lot of companies can’t afford. 
d. The most crucial, regarding current times, factor that traditional marketing is lacking 
off is that in a lot of cases results cannot be easily measured and in some of them cannot 
be measured at all. [6][7] 
2.2 DIGITAL MARKETING – ADVANTAGES & 
CHALLENGES 
2.2.1 DIGITAL MARKETING ADVANTAGES 
a. One of the key advantages of digital marketing is that it can reach local audience with 
the same ease as global audience through web and innovative technologies. This allows 
digital marketing to have access to unlimited global reach with a very low cost. Since, 
marketers are able to overcome geographic barriers, can promote their services to 
different groups and targeted audiences. [1] 
b. Another crucial advantage of digital marketing comparing to traditional marketing is 
that with internet creates a democratized environment that offers small businesses the 
chance to shine over colossal businesses. Digital Marketing offers small businesses the 
opportunity to promote and brand their products and services on a much larger scale 
than before, starting usually from the same level, regarding competition. Some of those 
channels are: E-mail marketing, social media, websites etc. 
c. Digital marketing is cost effective. Comparing to traditional marketing methods, 
internet marketing via web and social media can accomplished all its objectives at the 
most possible low cost. (e.g. an advertisement online costs much less that an 
advertisement in a magazine or on a billboard).  
d. Comparing to traditional marketing methods, digital marketing results can be easily 
measured and extract useful information regarding company’s features, services and 
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products. This can be achieved by using several tools such as analytics and data 
visualization tools and gather important information about advertisements and whether 
company’s campaigns are effective, what kind of customers are interested in specific 
services, where they are coming from etc.[5] 
e. Digital marketing, as a tool and a method, offers a huge opportunity to companies to 
customize their advertisements in order to be more effective and more affective to their 
customers and gain even more profit than ordinary advertisements on television or 
magazines. Digital marketing is a great tool in companies’ hands regarding customers 
engagement and promotion personalized products. Using this method, companies can 
easily customize and more specific personalize advertisements based on customers’ 
needs and on their online registered purchase history. This process results in offering 
products to customers that are fully customized according to their needs and in this way, 
customers are more likely to purchase and resulting in formation of sustainable 
relationship between customers and brands. [1][7] 
2.2.2 DIGITAL MARKETING CHALLENGES 
a. Companies that use several digital marketing methods in order to promote their products 
and their services in a more productive way, usually relies on customers which are 
highly interactive on the internet and they are used to use new technologies and the web 
in general. So, sometimes the targeted audience, may not be as broad as it is considered, 
or it should be. [7] 
b. The most crucial, on the other hand, challenge of digital marketing as a term is regarding 
security and privacy. Nowadays, information privacy and security are a major topic 
regarding electronic evolution. A lot of people are expressing their concerns about their 
data privacy that can easily be shared between companies without asking for their 
permissions, since personal data such as account passwords, credit cards passwords and 
usernames are not immune and this considered to be one of the most crucial and trend 
topics worldwide nowadays. [1][6] 
c. Lack of trust is also another major challenge for digital marketing. This challenge is 
related to security and privacy issues and refers to customers that they lack trust for 
several websites and advertisements, while they are hesitant for online payments 
methods. Some customers have a lot of doubts whether their purchased products will be 
delivered or not despite the rapid growth of electronic transactions. [1] 
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2.3 DIGITAL VS TRADITIONAL MARKETING 
Given that we have already explained, fully analyzed and compared the channels that through 
both traditional and digital marketing can be expressed and be applied and  while we have 
already presented its benefits and challenges, it is clear to mention that digital marketing is 
becoming increasingly popular and eradicating traditional methods. The world has transitioned 
into a digital environment, since magazines and several daily tasks (e.g. online bank transfers, 
online reading). Thus, it seems to worth a try investing in a digital campaign, even though 
traditional marketing still has a place into the market in general. Digital marketing offers a lot 
of benefits that traditional methods does not, or they are struggling to offer to the customers. 
Those are: 
1. Greater Exposure 
Using traditional methods to reach a local audience had specific range of results with a specific 
small amount of revenue. On the other hand, digital marketing enables companies to reach and 
interact with people worldwide, 24 hours a day. Through digital marketing channels companies 
can reach in no time their targeted group, while via social media and the web there is always a 
huge possibility for a content to go viral and get even more exposure than it was ever excepted 
or calculated.  
2. Easily measured 
Through specific tools, such as analytics, companies can get great insight about their website 
performance, while conversion rates, goals, website flow, customers behavior and traffic can 
be easily tracked. These tools offer a major opportunity for brands to adapt and personalized 
their future digital marketing campaigns in order to be more effective and reach or target 
specific audience more efficient since those campaigns are customized upon customer’s needs. 
(Wu, 2002) 
3. Better branding 
Branding is defined as “the marketing practice of creating a name, symbol or design that 
identifies and differentiates a product from other products.”. This can be achieved easily 
through digital world compare to the offline world. Websites and social media in general, are a 
key part of branding nowadays since people have all day access and using the power of digital 
methods which is reaching people worldwide in very short time, branding can reach such levels 
that it was not previously possible. 
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4. Cost efficient 
With the most suitable tools and specific partners digital marketing can be applied very cheaply 
and replace the traditional methods that newspapers, radio, television, brochures and magazines 
offer and are extremely expensive and few companies nowadays can afford. The figure below 
presents the savings that a company and a brand could benefit from using digital marketing and 
its methods. 
5. Fair Competition 
Digital marketing as a field, offer small businesses the opportunity to compete and be compared 
with large companies on their market using the same tools and almost the same resources. 
Digital marketing eliminates almost every advantage that large companies can have competing 
with small businesses in the market since, through traditional methods medium range 
companies didn’t have the resources to follow up. With digital methods, companies can have 
same, and even in some cases, better results and profits proportionally than companies with 
huge human resources and budget. [4][7] 
 
Figure 3: Traditional Vs Digital Marketing 
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3 ZAMBETAS INC. 
Zambetas Inc. is a company founded in 1975 in Thessaloniki, Greece at Aegean Street in 
Kifissia by Christos Zambetas. The owner of the company created a small country business, 
which expanded gradually, importing products from Germany.  In 1978 as part of a market 
research into the caravan industry, he visited various factories in Europe, including “Hobby”. 
Stunningly impressed by the Hobby plant (which had just celebrated its 10th anniversary) and 
the new 31,000-square-foot plant, with 580 employees and 54 caravans a day, he made the 
decision, with significant help and support of his wife, Thurid, to make the big leap and expand 
his country-owned business into a caravan importing company.  
This were a huge and a risky decision since, caravans those days weren’t people’s first choice 
as a type of vacations. From the owner of Hobby, shipbuilding engineer Harald Striewski, he 
acquired the exclusive rights to import Hobby caravans into Greece. In Western Europe these 
caravans were the first to sell, combining quality, equipment and attractive prices. Hobby in 
Germany expanded, in 1979, its facilities to 38,500 sq.m.. Of those 15,000 sq.m. compose 
indoor spaces.  
At the same time, it houses the 50,000 manufactured caravans. The business of Mr. Zambetas 
is featured in Hobby's official brochures as its sole representative in Greece. In 1981, Zambetas 
and Hobby participated in the TIF for the first time, as well as at the Zappeion Residential 
Exhibition with the Hobby Wheelchair. Zambetas began, in 1984, a collaboration with the 
“Mehler Camping Group” that produced high quality tents and extensions, one of the largest 
German companies in the field of stage construction. At the same time, it complemented the 
range of tents offered with DWT products, thus introducing to the Greek market the best the 
European market has to offer.  
Zambetas Inc. sought a new, adequate housing for its needs in 1993. Thus, it is transferred to 
the privately owned area of 4.5 acres with 1,220 sq.m. of building installations, at the 18th km 
of the Thessaloniki-N. Provincial Road Mihanionas, where it operates until today. Customers' 
love and trust in company’s consistency and responsibility created the conditions for 
establishing themselves as the first integrated caravan owner in Greece. The introduction of 
slightly used caravans begun, the Hobby parts department was set up, as well as other caravans, 
an accessories department, and a repair and maintenance workshop. Used caravans are 
thoroughly inspected, both at the marketplace and at the company’s premises, so they are 
delivered to customers with a 2-year warranty. This created the basis for new prospects for 
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Zambetas business, as it is moved dynamically in space, with many new clients retaining the 
old ones. 
In 1994, Zambetas moved to the completion of the computerization of the Spare Parts 
Department. This computerization, combined with the introduction of spare parts and 
accessories directly from the manufacturing companies, resulting in the immediate introduction 
of more products at lower prices. Significant share in the steep rise in sales of caravans’ spare 
parts and accessories had also the collaboration with German “Frankana”, which published the 
500-page catalog of 13,000 articles on caravans, camping, countryside, and sea holidays.  
This success focused on the ability to immediately order products from customers through 
catalog codes and prompt services. In 2003, while company were trying to expand their 
prospects, began an exclusive collaboration with “Fendt” caravans. Since 1997, Fendt had been 
acquired by Hobby. This gave Zambetas the opportunity to offer their customers one of the 
most quality caravans on the German and European market back then. 
The company also started cooperation with a German caravan and motorhome company called 
“Carado”. In this way, Zambetas could now offer vehicles that customers could easily afford 
but always with several standards of quality. Zambetas, with over 35 years of experience in 
camping and countryside, decided to introduce special species that offers relaxation their clients 
Company, nowadays, is also the official importer of Amazonas products, which manufactures 
authentic Brazilian cotton hammocks in its own production plant in northeast Brazil, Colombia 
and other countries always with its own production.  
Zambetas Inc. has a main website that customers can browse and find out about company’s 
products and services. In the figure below, it is demonstrated the home page of the website. 
 
Figure 4: Zambetas Inc. Website 
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The company, also, offer to their visitors and their customers the opportunity to visit a different 
website as a main portal, that provides in one page all the websites of the company. Zambetas 
Inc., besides its main website, has an amount of several websites, each one of the different 
products that the company sells. The figure below, demonstrates the landing page of this 
website and the choices that the visitors could choose and browse to the website that his 
interested in.  
 
Figure 5: Zambetas Inc. Main Portal 
Finally, Zambetas Inc., has its own online store that sells online all its products (e.g. caravans, 
tents, camping furniture, spare parts, camping tools etc.) while customers can visit, purchase 
products of their liking depending on their needs and read about all company’s mews. In the 
figure below, it is demonstrated the home page of the e-store of Zambetas Inc. 
 
Figure 6: Zambetas Inc. e-store 
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4 ZAMBETAS IN THE INDUSTRY 
In this section, Zambetas’ position in the market is going to be fully analyzed and be presented 
using a very powerful and useful tool that is very popular and well known in marketing industry. 
This specific tool is called “SimilarWeb”. “SimilarWeb” is a website which provides web 
analytics services for businesses. The company offers its customers information on their clients' 
and competitors' website traffic volumes; referral sources, including keyword analysis, among 
other features. Therefore, several businesses and corporations use this online tool in order to 
track competitors’ footsteps and their position in the market. In the figure below, it is presented 
Zambetas’ online store’s position in global, country and category rank. Statistics information 
are during summer months period from June to August. 
 
Figure 7: E-Store Ranking 
Through this website, marketing channels of Zambetas’ online store were visible, and we could 
deeply understand, in that way, where e-store’s visitors are coming from. In the figure below, 
those channels and their percentages, at the same time, are being presented. 
 
Figure 8: Zambetas' E-Store Marketing Channels 
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According to the graph above, we can easily understand that the top marketing channel that 
attracts the most visitors in the online store is “Referrals” with almost 35% of the traffic share, 
while “Direct” and “Organic Search” are sharing the same amount of percentage at 28%. Then, 
“Paid Search” is following with 7,3% and “Social” is at the last position having 2,5%. 
Regarding “Paid Search” percentage, which is significantly low, it is going to be changed for 
the better with the campaigns that will be followed later. 
 
Figure 9: Online Store General Info 
From figure 9 above, total visits of the website and general visitors’ insights during summer 
period are being demonstrated, revealing, at the same time, audience preference regarding 
device distribution. Moreover, as we can notice, Bounce Rate percentage is at a very satisfying 
level with a 54%, while Pages/Visit are at a good level as well with a 5,3 pages per visitor. 
These insights reveal that potential customers are visiting and browsing in the website for 
significant time as Average Visit Duration is at 3:53 minutes per session. 
 
Figure 10: E-Store Traffic Sources 
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To continue, SimilarWeb, also provided several useful information and statistics about 
Zambetas regarding traffic sources of the online store and where visitors of the website are 
coming from either directly or either from another website. Figure 10, above, demonstrates a 
list of traffic sources that the audience of the store is coming from specifically.  
As we have already mentioned previously, the top traffic source of the Zambetas online store 
has referral type with a 34% of the website’s traffic share and it is called “Skroutz.gr”, a website 
that compares product prices of specific stores in the Greek market and it is considered the 
largest product price search engine in Greece. Then, direct visit of the store consists the second 
most popular traffic source of the website with a 28% of the traffic share and the rest of the 
traffic percentage is consisted mainly from organic search. 
 
Figure 11: E-Store Demographics 
Furthermore, SimilarWeb offers the opportunity for a company that uses it, to receive 
demographics insights of its website regarding gender and age distribution as figure 11 presents. 
According to the figure above, Zambetas customers are mostly male with a 67% while the rest 
34% are female. Regarding age distribution, the graph demonstrates Zambetas’ most popular 
audience based on age. As we can notice, Age Groups 25-34 and 35-44 attracts the most people 
in the online store with 26% each and 52% in total. Then,18-24 and 45-54 are the second most 
popular Age Groups for Zambetas e-store with a total of 32%. The rest of 16% regards ages 
between 55-64 and people that are over 65 years old. This specific insights regarding audience 
family state and age provide detailed information about their state which are proved to be 
extremely useful for companies’ future digital marketing campaigns. In this way, corporations 
and businesses can optimize their strategies according to their audience age and gender 
distribution and personalize advertisements based on their online visitors’ background. 
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5 MARKET & COMPETITORS ANALYSIS 
One of the key steps for a successful marketing strategy and before conducting and developing 
any digital marketing campaigns for a company to get the potential benefits, first they are 
obligated to investigate their market position comparing to their competitors in order to have 
positive results and profits from the digital campaigns. Companies must make a deep research 
and they should learn about their competitors’ movements and actions using several digital 
tools that could assist them to understand their main opponents in the marketplace. Companies 
should track their overall presence and position in the market, their strengths, their weaknesses 
and their strategies regarding marketing and business levels in general, in order to customize 
and then optimize their operations and, in our case, their digital marketing campaigns. 
Therefore, the powerful tool of SimilarWeb was again used, in order to discover and find out 
Zambetas Inc. competitors in the marketplace. In addition, Google search had been also used 
in the research using specific keywords that would indicate competitors place in the results. 
This method could help companies’ future campaigns settings. Thereafter, by combining those 
results together, Zambetas Inc. competitors had been identified and they are listed below: 
• caravan-web.gr 
• caravania.gr 
• caravans.gr 
• omilos-chatzis.gr 
Those companies, had been compared through SimilarWeb and the results that had been 
demonstrated, helped to customize and even more optimize the campaigns that were ran the 
next two months for Zambetas Inc. Thus, better results and profits would be expected from 
these digital marketing methods and technics. The comparison between the above companies 
and Zambetas Inc. was a period of three months and more especially from June 2019 until 
August 2019.  
To continue, some figures are being presented, that are demonstrate the results that SimilarWeb 
provided by comparing companies’ status, actions and their overall performance on the 
worldwide web. 
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5.1 WEBSITES OVERVIEW 
 
 
Figure 12: Websites Performance 
In the figure above, it is shown the global rank and the country rank of Zambetas company and 
its place among its competitors and as it is presented, it is in the top two spots of their market. 
However, according to this figure, it is demonstrated that www.camping-megastore.gr (the e-
store of Zambetas Inc.) is at the first place of the Category Rank, leading in a very crucial 
category that refers to e-commerce which is the most important and major part of digital 
marketing. 
 
Figure 13: Websites Audience 
As we can see from the figure above, Zambetas’ e-store, had the second most visits in total 
during this period behind caravan-web.gr. However, regarding devices distribution, it is shown 
that Zambetas’ e-store, had the most traffic in its website form desktop than any other 
competitor. That specific statistic it is truly encouraging about company’s methods and future 
digital marketing technics. 
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5.2 CHANNELS ANALYSIS 
Moreover, through SimilarWeb tool, there is also being demonstrated an overview of the 
channels that those companies and especially e-stores attracted their traffic from. With the 
figures below, it is presented a traffic overview of the channels for each company and then an 
analysis of these channels is made by the tool itself. 
 
Figure 14: Channels Overview 
In the figure above, we can understand the channels that each of the companies’ websites get 
traffic from. It is obvious from the graph, that caravan-web.gr receive most of the traffic from 
the organic search among the other companies. However, regarding direct, referrals and paid 
search, Zambetas’ e-store takes the first place comparing to its competitors with a huge 
difference between them.  
Furthermore, in the figures below, are being presented the channels that Zambetas Inc. has the 
advantage over its competitors with more details, demonstrating at the same time the significant 
gap among them. 
 
Figure 15: Direct Search 
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Figure 16: Paid Search 
From the figures above, it could easily be understood that Zambetas Inc. and especially its e-
store, has a major advantage over its competitors in those specific areas and categories in where 
the website gets the traffic from. To be more specific, from the first figure 10 that displays the 
traffic from direct search (visitors that directly type the e-store address without using any search 
engine), shows that www.camping-megastore.gr has a huge gap between its competitors and 
visitors prefer to immediately choose Zambetas Inc. e-store to make their purchases in 
comparison to other companies and to avoid typing to a search engine to fulfil their need. 
Moreover, this statistic also discloses customers loyalty to Zambetas and how customers and 
visitors of www.camping-megastore.gr are satisfied and showing trust to the brand for their 
purchases.  
Figure 11, shows how Zambetas company, was trying through summer months to attract and 
gain even more customers to its store by using paid search methods. As we can see from the 
graph, only one competitor tried to engage more visitors to the website through this method and 
this one with little resources. Comparing to Zambetas, which was trying to engage visitors since 
April 2019 with paid methods and it had as a highlight August 2019 where it reached at the 
peak. 
Regarding the following figure, the graph shows that Zambetas e-store takes almost the whole 
referral traffic share among these 5 companies with a huge percentage of 99%. The rest 1% of 
the traffic share goes to www.caravan-web.gr. This statistic shows that Zambetas company 
relies on a lot on referral marketing and more especially on www.skroutz.gr as figure 13 
demonstrates as the red box is highlighting, which is one of the biggest referral traffic sources 
for e-stores in Greece nowadays. 
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Figure 17: Referral Traffic Share 1 
 
Figure 18: Referral Traffic Share 2 
Furthermore, in the figure above, we could easily understand that it is also being demonstrated 
the facts that were previously had been analyzed and those are organic, direct and paid search 
at number 1, 2 and 5 respectively. 
5.3 ENGAGEMENT METRICS 
In this section, it will be presented the engagement metrics of each website that where 
mentioned previously, while also SimilarWeb provided compared statistics showing the 
differences between them from each category. Figure 14 below, presents the main domains that 
engagement metrics are important mentioning and that seems to be very crucial for online 
stores. 
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Figure 19: Engagement Metrics 
As the above graph demonstrates, www.caravan-web.gr takes the first place at almost every 
category of the engagement metrics except the domain of “Visits/Unique Visitors”. Regarding 
Zambetas e-store, is in the second place at almost every domain except the bounce rate metric 
which is at extremely high level comparing to its competitors and must be fixed in the future in 
order to increase the average visit duration of the customers and the pages that the visitors visit 
at one session. 
 
Figure 20: Monthly Visits 
In the figure above (Figure 15), monthly visits of each website are being presented through the 
summer months and especially from June 2019 until August 2019. Zambetas’ e-store, has the 
second largest number of visits during this period with a huge distance between its competitors 
and also behind caravan-web which has almost twice the number of visits than Zambetas online 
store. Moreover, it could easily be noticeable that monthly visits of Zambetas store has an 
upward trend at the last month of the period. 
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Figure 21: Monthly Unique Visitors 
Regarding figure 16, which is displaying monthly unique visitors of each online store, it could 
be understood that the same situation prevails over the previous figure. Zambetas’ store is 
taking again the second place over its competitors in this specific domain since caravan-web 
has still a significant gap form the others. 
 
Figure 22: Average Visit Duration 
However, in the figure 17 the situation is totally reversed. In other words, according to the graph 
above, Zambetas’ store has the highest time of average visit duration at the start of summer 
period, while in July drops significantly for several reasons and then at the end of the summer 
and the whole examined period, it reached to an even higher point than it was before, above all 
its competitors than ever registered during these months. 
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Figure 23: Visits Over Time 
To continue, according to figure 18, Zambetas’ online store, starts again with the most visits 
over time in June 2019, continues with a relative small decrease of this number in July and then 
reaches again high levels of visitors above all of the competitors, even from caravan-web which 
is considered one of the most strongest competitors. It is easily noticeable, that Zambetas’ 
online store has an upward trend of visits over time in comparison to other competitors that has 
a downward trend since July while at the end of the day, Zambetas’ web store has the highest 
number of visits than any other company. 
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6 1ST DIGITAL CAMPAIGN 
For the purpose of this thesis, we have contacted in collaboration with Zambetas, two digital 
marketing campaigns, in order to promote company’s products, services and its online store to 
a wider and even more larger audience and also to understand and discover the advantages that 
companies are benefiting from using these digital marketing methods and tools to advertise 
their overall services. Moreover, for Zambetas campaigns, Google and Facebook Ads had been 
used as channels to conduct and create digital marketing campaigns to promote its online store 
and products. Firstly, are going to be presented the settings of the first campaign of each channel 
(Google & Facebook) before enabling the advertisement to be visible to online users starting 
from Google Ads and then results of this period are going to be demonstrated and fully 
analyzed. 
6.1 GOOGLE ADS 
Nowadays, Google Ads are mostly the main and the most popular channel that companies 
choose to promote and advertise their products or their services to their audience and their 
potential customers. There are several types of Google Ads and those are:  
• Search Ads 
• Display Ads 
• Shopping Ads 
• Video Ads 
• Smart Ads  
Campaign types determine where customers see their ads and the settings and options available 
to them, while for these kinds of ads, companies must select the main goal of their overall 
campaign selecting from:  
• Sales 
• Leads 
• Website Traffic 
• Product & Brand Consideration 
• Brand Awareness & Reach 
• App Promotion 
• Campaign without specific goals 
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When a company select a goal, they see suggested campaign settings on the following steps 
aimed at helping them obtain that goal. Each campaign can use only one goal. Companies must 
keep in mind the goal they choose should be the main thing they want to achieve for their 
business.  
6.1.1 GOOGLE ADS SETTINGS 
For the purpose of the thesis, Search Ads had been selected as Google Ads type and website 
traffic as the main campaign goal, given that Zambetas wanted to increase user’s inflow on their 
online store and the traffic in general. In the figures below, the settings of Google Ad Campaign 
are being presented. 
 
Figure 24: 1st Google Ad Campaign Settings 1 
 
Figure 25: 1st Google Ad Campaign Settings 2 
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According to figure 24 and 25, the name of the first campaign on Google Ads was “Camping-
megastore” and the main goal of this campaign was to generate more traffic to the online store 
of Zambetas. As mentioned previously, the type of this campaign was Search Ads with a budget 
up to 3€ daily and the advertisement would run all day, without any hour restrictions. The 
location that these ads would appear regarded only Greece, while the bidding strategy of this 
campaign was to maximize clicks. With "Maximize clicks", Google Ads will automatically set 
company’s bids to help get as many clicks as possible within the redetermined budget. The 
overall period of the first digital marketing campaign was from 26th of September until 3rd of 
October. 
In the two figures below, the two ways that the advertisement was appearing during this period 
are being demonstrated, depending on the device that the user was using either mobile or a 
desktop. 
 
Figure 26: 1st Google Ad Campaign - Desktop Version 
 
Figure 27: 1st Google Ad Campaign - Mobile Version 
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6.1.2 KEYWORD ANALYSIS 
Regarding keywords that had been used for this specific Google Ads Campaign, a deep research 
has been made. In other words, the most popular keywords and phrases that online users use in 
order to access and search for the online store of Zambetas has been examined and deeply 
analyzed through Google Keywords Planner. Moreover, through “SimilarWeb”, an analytic 
report of the most used keywords and search terms that led to Zambetas online store had been 
extracted and by combining those two reports, we have created a final report regarding most 
used search terms for the web store. In this report, we took, also, into account the average 
monthly searches of each keyword and the overall competition of each phrase eliminating in 
this way, even more words that would not benefit this digital campaign. 
In the figures below, the two initial reports are being presented that refer to Zambetas online 
store.  
 
Figure 28: Online Store Historical Metrics through Google Keywords Planner 
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Figure 29: Online Store Historical Metrics through SimilarWeb 
Furthermore, after conducting this report with the most popular search terms of the online store, 
we used Google Keywords Planner to examine keywords forecasts and keywords historical 
metrics in order to create a final report that would constitute the keywords of the Google Ads 
campaign.  
Regarding keywords forecasts report, Google Keywords Planner provided us, a report with 
every keyword’s estimated clicks, estimated Impressions, estimated cost, estimated CTR and 
estimated average CPC. Afterwards, we have sorted this list by estimated Impressions from the 
largest to the smallest number, presenting, in this way, the most possible successful keywords 
or phrases. The same process had been used also to keywords historical metrics report, sorting 
by the most searches for this month one year ago, in September of 2018, from the largest to the 
smallest. In the figures below, those reports are being demonstrated, while giving detailed 
metrics of each keyword analytically.  
33 
 
 
Figure 30: Keywords Forecasts 
 
Figure 31: Keywords Historical Metrics 
So, after combining the two above reports of keywords forecasts and keywords historical 
metrics, a new and a final report had been created that consists of the best, regarding search 
efficiency, and the most popular keywords. Those keywords are the main search terms and 
phrases of our first Google Ad Campaign and are listed in the figure below. 
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Figure 32: 1st Google Ad Campaign Keywords 
6.1.3 GOOGLE ADS RESULTS 
In this section of the thesis, they will be demonstrated the results of the first Google Ads 
Campaign. Those results will be split and examined in two parts. The first part regards Google 
Ads Insights.  
6.1.3.1 GOOGLE ADS DATA 
After the end of the first campaign, which ran from 26th of September until the 3rd of August, 
we have acquired enough information and insights regarding users’ movements and overall 
behavior and how efficient this period was. In the figure below, an overview of the campaign 
is being presented, by giving details of Clicks, Impressions, Average CPC and the overall Cost 
of this period. 
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Figure 33: 1st Google Ad Campaign Overview 
Analyzing the figure above, Clicks and Impressions, has an upward trend during this specific 
period, while at the last days it reached its peak. Regarding Cost, the graph above demonstrates 
that after reaching at its peak at the early stages of the campaign, it remained stable at the same 
levels during the whole period of the campaign until the end. Furthermore, Average CPC (Cost 
Per Click) had presented a downward trend through the whole campaign after reaching the peak. 
6.1.3.1.1 KEYWORDS RESULTS 
Moreover, Google Ads as a tool for promoting and marketing and as a website where companies 
can have insights regarding their advertisements, offer the opportunity to businesses to have a 
closer look on their ads and especially how the keywords of their ads were performed. In this 
way, companies can customize and even further optimize their advertising, by removing certain 
keywords that didn’t perform as expected and add other that seemed to be more efficient than 
the initial phrases. In the figures below, Google Ads demonstrates, the performance of each 
keyword during the first digital campaign that were held, presenting at the same time Clicks, 
Impressions, CTR (Click-Through Rate), Average CPC and the Cost of each keyword. 
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Figure 34: 1st Google Ad Campaign Keywords Performance 1 
 
Figure 35: 1st Google Ad Campaign Keywords Performance 2 
 
Figure 36: 1st Google Ad Campaign Keywords Performance 3 
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Figure 37: 1st Google Ad Campaign Keywords Performance 4 
According to the figures above, certain keywords had better performance than others regarding 
Clicks and Impressions and Average CPC. Those keywords are the top 10 of the first figure, 
since they had the most Clicks and Impressions comparing to the rest of the whole list.  
6.1.3.1.2 GENDER RESULTS 
To continue, Google Ads offer companies the opportunity to go deep into their Google 
campaigns and get important insights that would be useful and necessary for their future digital 
campaigns. Such insights are demographics that regards Gender and Age Distribution of the 
overall campaign. Despite that, Google Ads offer several other insights, segmenting online 
users into different groups (e.g. household income) that would give even more detailed 
overview. In our case though, we couldn’t gather such detailed information from our users. In 
the figures below, Gender Distribution is being demonstrated, information that will be useful 
for the next stages of the thesis. 
 
Figure 38: 1st Google Ad Campaign Gender Distribution 1 
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Figure 39: 1st Google Ad Campaign Gender Distribution 2 
As we can understand form the figures above, males had the most Clicks and Impressions on 
our advertisement with 79 Clicks and 892 Impressions, while females had 51 and 445 
respectively. Therefore, male as a Gender, cost a lot more than female with almost double 
amount. However, the graph appears an extra group called as “Unknown” where people that 
didn’t provide any personal information regarding their age, or the system was unable to 
identify their age were placed in this specific group. 
6.1.3.1.3 AGE RESULTS 
The next two figures present the Age Distribution of the digital campaign, while Google Ads 
segmented the users into Age Groups for more detailed insights in order to extract even more 
information regarding the audience.  
 
Figure 40: 1st Google Ad Campaign Age Distribution 1 
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Figure 41: 1st Google Ad Campaign Age Distribution 2 
According to the figures above, Google Ads have segmented the audience into 6 age groups 
from 18 to 65+ years old. Those groups are: 
• 18-24 years old 
• 25-34 years old 
• 35-44 years old 
• 45-54 years old 
• 55-64 years old 
• 65+ years old 
Figure 40, demonstrates Clicks and Impressions per age group by comparing these data between 
them, while in the graph appears a seventh group called as “Unknown” where in this group 
were people that didn’t provide any personal information regarding their age, or the system was 
unable to identify this information. 
According to figure 41, it is noticeable that the age groups of 35-44 and 45-54 years old had the 
best performance during this campaign period gathering the most Clicks and Impressions 
among the other age groups. In more details, according to the graph, 45-54 age group had the 
best performance with 43 Clicks and 386 Impressions with 11,14% CTR. The Average CPC 
was at 0.17€ and the overall cost of the group was 7.38€. Regarding 35-44 years old age group, 
Clicks and Impressions were 23 and 344 respectively, while CTR was at 6,69% and Average 
CPC 0.11€. The overall cost of this specific age group was 2.49€. Age group of 18-24 years old 
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had the worst performance among the other groups with the least Clicks and Impressions with 
12 and 58 respectively.  
6.1.3.2 GOOGLE ANALYTICS DATA 
The second part of the results of the first digital campaign regards Google Analytics Data and 
its detailed insights. Google Analytics as a tool, provide very crucial and important information 
of companies’ websites, while also offer the opportunity to businesses to get more insights 
regarding their digital marketing campaign periods and their audience behavior during this time. 
In this section of the thesis, there will be demonstrated audience’s behavior and overall users’ 
performance of the campaign and a graph that presents the hours that the ads were effective. 
In the figure below, an overview of the campaign is being presented, demonstrating at the same 
time several data about users and the website itself. 
 
Figure 42: 1st Google Ad Campaign Google Analytics Overview 
According to the figure above, the number of Users that visited the website during this period 
from 25th of September until 4th of August where 1638, while 1404 where New Users. 
Therefore, the Returning Visitors of the website during this time were at 22.9%. In addition, 
the overall Sessions of the website during this period were 2208 and the Number of Sessions 
per User were 1,35. By the term “Session”, we mean a group of user interactions with a 
company’s website that take place within a time frame. Therefore, a single session can contain 
page views, events, and ecommerce transactions. To continue, according to the graph, the 
Average Session Duration were at 3 minutes and 27 seconds, Total Pageviews were 8521 and 
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the Bounce Rate of the website were at 53.76% at that moment, which was at a satisfactory 
level.  
6.1.3.2.1 AUDIENCE BEHAVIOR RESULTS 
To continue, figure 43 presents audience’s behavior overview, while figure 44 presents 
acquisition overview of the campaign. Regarding figure 43, it is easily noticeable, that daily 
pageviews remained stable with not many fluctuations during the 1st Campaign’s period. The 
graph below, demonstrates the Unique Pageviews between 25th of September and 4th of August 
was 6417 views, while the Average Time on a random page of Zambetas online store was 1 
minute and 12 seconds and the Exit Rate was at 25.91%. As Exit rate we mean the term that is 
used in website’s traffic analysis and it is the percentage of visitors to a web page from which 
they exit the website to a different website. Sometimes, since it is very common, it is confused 
with Bounce Rate. 
 
Figure 43: 1st Google Ad Campaign Behavior Overview 
6.1.3.2.2 HOURS PER DAY RESULTS 
In the next three figures and more specific in figure 44, figure 45 and figure 46, the hours of the 
day that the campaign was more efficient to the online users and the audience of the web store 
are demonstrated , while these data are combined from both Google Ads and Google Analytics. 
In the first graph between the next three, an overview with the hours of the day that the ads 
were effective to the users is being presented. It is noticeable that there are several and various 
fluctuations during the day where the ads were running.  
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Figure 44: 1st Google Ad Campaign Hours of the Day Overview 
 
Figure 45: 1st Google Ad Campaign Hours of the Day 1 
 
Figure 46: 1st Google Ad Campaign Hours of the Day 2 
In the two figures above, several insights regarding each hour of the day are being 
demonstrated, understanding in this way, hours that the ads were the most efficient to online 
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users and website’s visitors. According to those figures, the best hour of the day for the 1st 
Digital Campaign seemed to be at 12 o’clock where it managed to attract the most online users 
of the rest of the hours during this period with 19 Users. Moreover, according to the graph, it is 
clear, that the best period over the day were between 9 and 2 o’clock at the afternoon. During 
this time, ads attracted 93 users over 190 that were in total, which is almost 50% of the overall 
online users.  
Furthermore, several other insights are being presented that companies can extract very 
important information regarding their digital marketing campaigns and their overall future in 
the market. Such insights are the overall behavior of the users during specific hours of the day, 
and specifically the Bounce Rate at those hours, the Pages/Session and, last but not least, their 
Average Session Duration. From the figures above, it is easily understood that the Bounce Rate 
during the ads’ best time of the day were too low in comparison with the rest of the hours while 
the Average Session Duration had tripled and sometimes quadrupled. 
6.2 FACEBOOK ADS 
Except Google Ads, the other channel that we used in order to promote and advertise Zambetas 
products and services is Facebook. Nowadays, Facebook is becoming more and more popular 
regarding advertising and promoting services, products etc. Facebook ads are continuously 
growing day by day by becoming a standard medium of business advertisements and marketing 
promotions. Therefore, in collaboration with Zambetas team, we have conducted a campaign 
on Facebook in order to reach even more people and enlarge website’s audience. The period of 
this specific campaign on Facebook was from 30th of September until the 7th of October. In this 
section of the thesis, the overall settings of the campaign are going to be presented while the 
results will be fully and deeply analyzed afterwards.  
6.2.1 FACEBOOK ADS SETTINGS 
In this specific part, the overall settings of the first Facebook campaign are going to be 
demonstrated. From the figures below, it is can easily be understood the exact settings that were 
used for the Facebook campaign; however, they are fully explained. 
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Figure 47: 1st Facebook Campaign Settings 1 
 
Figure 48: 1st Facebook Campaign Settings 2 
According to the figures above, it is easily noticeable the first general settings of the ads and 
the overall objective of the campaign. Specifically, the main objective of this Facebook 
campaign was to attract more traffic to the website and eventually gain even more customers 
as a brand. Regarding campaign’s budget, Facebook offered the opportunity to optimize budget 
while distributing company’s budget across Ad Sets in order to get more results depending on 
company’s delivery optimization choices.  
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In our case, the daily budget was at 3€ per day, without any restrictions regarding ages, genders, 
regions, hours of the day etc., because a side goal of this campaign was to get insights of our 
audience in order to customize and optimize their experience in future campaigns and help 
Zambetas online store to create and conduct more efficient marketing promotion campaigns. 
The format of the ads, as figure 48 reveals, was Carousel with 2 promotion banners of the brand.  
 
Figure 49: 1st Facebook Campaign Settings 3 
As figure 49 shows, some adjustments have been made regarding the way the ad is going to be 
appeared to the audience that we want to target and attract in Zambetas online store. In other 
words, the location that the ad is going to be appeared has been restricted only to Greece, while 
in Age and Gender sections there weren’t any further restrictions at that moment. Despite that, 
the main purpose of the first campaign is to gather multiple insights and information regarding 
campaign’s audience in order to optimize the results of the company and audience’s experience 
in the second campaign. 
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Therefore, since those campaign settings has already been applied, figure 50 and 51 are 
demonstrating how carousel ads are appeared on the targeted audience as their final form, while 
there are different versions regarding the device (Desktop or Mobile) that the user is using. 
 
Figure 50: 1st Facebook Campaign - Desktop Version 
 
Figure 51: 1st Facebook Campaign - Mobile Version 
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6.2.2 FACEBOOK ADS RESULTS 
In this part of the thesis, Facebook campaign results are going to be demonstrated through 
several figures that allow the reader to understand the important and very crucial insights that 
a company can extract from Facebook’s “Business Manager” and could potentially help 
businesses evolve their marketing operations and their relationship with their customers. After 
the end of the first round of advertising on Facebook platform, Facebook offer and provide 
companies the opportunity to have important information regarding their ads’ efficiency and 
their overall digital marketing campaign. In the figure below, an overview of the Facebook 
campaign is being presented during this exact period. 
 
Figure 52: 1st Facebook Campaign Overview 
It is clear that, during this specific period of advertising, people that reached these ads were 
16225 and the total amount that the company spent for this carousel ads were almost 21€. 
Moreover, according to the figure above, the total Impressions of the ads were at 23829, since 
it is normal to be larger is number than Total Reach, while total Clicks were 481.  
To continue, Facebook also provides the opportunity to businesses to have a deeper look into 
their campaigns by offering detailed and deeply analyzed insights that could be extremely 
important for their future. Those results are being demonstrated below and regards about 
audience’s age and gender distribution, regions and the hours of the day that the ads were more 
efficient than the rest. 
6.2.2.1 AGE DISTRIBUTION 
Facebook, as a platform, provides several information to companies regarding audience’s age 
that have already interacted with their advertisements (Impressed, Reached or Clicked), while 
Facebook has also proceeded to segment into groups providing in this way analytical statistics 
of each group during the campaign period. The age groups that Facebook has already segmented 
for Zambetas, are being presented in the following figures. 
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Figure 53: 1st Facebook Campaign Age Distribution 1 
 
Figure 54: 1st Facebook Campaign Age Distribution 2 
According to figure 53, Facebook provides an overview regarding age distribution of the first 
Facebook campaign, with a graph that demonstrates the percentage of reach and the amount 
spent per age group.  
The age groups that Facebook has segmented the audience are the following: 
• 18-24 years old 
• 25-34 years old 
• 35-44 years old 
• 45-54 years old 
• 55-64 years old 
• 65+ years old 
It is easily noticeable, that age group of 55-64 is by far the most efficient group of the campaign 
with the most reactions and Impressions while this group, made the company to spend the most 
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money in comparison with the rest age groups. In the following figure, more specifically in 
figure 54, Facebook offers more detailed insights for each age group presenting the number of 
Reach, the number of Impressions, Frequency, Link Clicks, Cost per Result and the Amount 
Spent.  
As already mentioned previously, according to the graphs, the most efficient age group was 55-
64 years old. As figure 54 demonstrates, age group 55-64 had reached 5088 users with 8100 
Impressions while Link Clicks were 187 and the total Amount Spent for this group was 7.60€, 
the most than all the rest groups. Regarding age groups of 45-54 and 65+ has been fluctuated 
at the same level throughout the whole campaign. This is easily noticeable, since according to 
figure 54 these age groups has almost reached the same number of users around 3000 with 
almost 5000 Impressions while company having spent the same amount for each group at 4,5€.  
Age groups of 25-34 and 35-44 are the other segment of groups that seems to have almost the 
same results between them with 2000 reached users each, while Link Clicks and Amount spent 
are almost at the same level. The last age groups of 18-24 and 25-34 are the least efficient of 
the campaign, reaching at the same time the least number of users through the whole campaign. 
Link Clicks and Amount Spent are at a very low level in comparison with the rest of the groups, 
while Cost per Result, especially for 18-24 age group is extremely high and company cannot 
afford to include this specific group into their next marketing campaign.  
6.2.2.2 GENDER DISTRIBUTION 
Facebook, apart from providing useful insights regarding users’ age, it is also offers the 
opportunity to companies to have a closer look at users’ gender and receive crucial information 
about their audience. In the next two figures, Gender distribution is presented in the same way 
that Age distribution had been demonstrated previously.  
 
Figure 55: 1st Facebook Campaign Gender Distribution 1 
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Figure 56: 1st Facebook Campaign Gender Distribution 2 
According to figure 55, we can easily understand that male was the main gender that carousel 
ads attracted the most during the 1st Facebook Campaign having more than the 80% of the 
overall reached users, while female takes the rest 20%. Figure 56, on the other hand, 
demonstrates in more details figure 55, presenting at the same time, except reached users, 
Impressions, Frequency, Link Clicks, Cost per Result and Amount Spent as in the previous 
section.  
Figure 56 shows that male gender had by far the biggest participation in Zambetas’ Facebook 
campaign with almost 14000 reached users, over than 20000 Impressions and more than 400 
Link Clicks during this period. The overall amount that the company spent for this gender was 
17€. Regarding females, they had a significant lower participation than males with almost 2500 
reached users and 3500 Impressions in total, while Zambetas spent only 3.5€ for this gender, 
14€ less than males. Cost per Results was at the same level for both genders at 0.05€. 
6.2.2.3 AGE & GENDER DISTRIBUTION COMBINED 
Facebook offers, also the opportunity to companies through Facebook “Business Manager” 
section and its insights to combine several information to extract further statistics regarding 
their marketing campaigns and their advertisements. Therefore, for the purpose of the thesis, 
we combined age and gender distribution together, in order to extract useful and crucial 
information regarding campaign’s audience.  
In this way, after analyzing and examine those insights, future marketing campaigns and 
promotions can be fully customized, while optimizing users experience and increasing 
company’s profits in the long term. In the figure below, age and gender groups are being 
demonstrated at the same time combining their results, in order to extract more detailed insights 
regarding Zambetas online store users. Therefore, we could identify more easily the most 
efficient group with the most participation during this campaign. 
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Figure 57: 1st Facebook Campaign Age & Gender Distribution 1 
 
Figure 58: 1st Facebook Campaign Age & Gender Distribution 2 
From figure 57, company can get an overview regarding audience’s insights and which age 
groups, by combining gender information, have huge participation in the overall Facebook 
campaign. In figure 58, statistics in more details are being presented, in order to understand 
deeply the impact of each group to the marketing campaign. 
According to the figure 58, we can easily understand that age between 55-64 and more 
especially males of this group, had the most participation in Zambetas’ marketing campaign, 
reaching the most users than the other age groups and having at the same time the most 
Impressions and Link Clicks than the rest. In other words, males of 55-64 age group gathered 
6700 Impressions and 157 Link Clicks, while users that were reached during the first Facebook 
campaign for this age group were 4225. 
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Males of the Age Groups of 45-54, 65+, 35-44 and 25-34 were at the same level during the 
campaign period having almost the same results at the end with 2500-4200 Impressions, 1500-
3000 reached users and 40-60 Link Clicks. Regarding females and age groups, we can easily 
identify that they were at lower level comparing to males. To be more specific, females of the 
age groups 55-64, 45-54 and 65+ are following the list behind males of all age groups except 
males of 18-24 that it was fluctuated at low levels. Female Impressions were fluctuated between 
700-1300, reached users between 450-840 and Link Clicks between 16-30. As it can easily be 
understood, the difference between the two gender is huge and significant. 
6.2.2.4 REGION DISTRIBUTION 
Facebook provides to companies results regarding users’ location and in which region, ads had 
the biggest effect on online users and had also the most appearances. In the figure below, 
regions of Greece with their results are being presented, which will be extremely crucial for 
future campaigns and especially the second digital marketing campaign of the thesis.  
 
Figure 59: 1st Facebook Campaign Region Distribution 
According to the figure above, we can easily notice that Attica was the region that the carousel 
ads appeared the most times in comparison with the rest of the regions with almost 5000 reached 
users, 7400 Impressions, 185 Link Clicks and 6.80€ of total amount spent. The next big region, 
that had huge participation in company’s campaign was Central Macedonia with 3200 users, 
4700 Impressions and 123 Link Clicks. The total amount that Zambetas spent for this region 
was 3.80€. 
Moreover, Thessaly and Western Greece were following with 1000-1200 users and 1400-1600 
Impressions each. Link Clicks for both regions were significantly lower than comparing to 
Attica’s and Central’s Macedonia with 23-33. The overall amount that the company spent were 
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1.4€ for each region. Last but not least, locations that complete the puzzle of Region 
Distribution are Eastern Macedonia and Thrace, Central Greece, Peloponnese, Crete, Southern 
Aegean, Ionian Islands and Epirus. Those regions were fluctuated at significantly low levels in 
comparison with the rest of the regions, gathering Impressions between 700-1400 and 
extremely less Link Clicks from 8 up to 23. The amount that the company have spent for those 
7 regions in total is 3.80€, the same amount the Zambetas had spent for the second largest region 
regarding participation during the first Facebook campaign.  
6.2.2.5 HOURS DISTRIBUTION 
For companies, it is extremely useful and important to gather crucial insights that would help 
them evolve and optimize users experience regarding their marketing promotions. Such insights 
would clearly be the hours that advertisements are efficient and attract more users to company’s 
website, online store or social media accounts depending on campaign’s goals. Therefore, it is 
important for business to extract several insights from Facebook that provide such information 
regarding each company’s promotion.  
In our case, those insights would definitely help Zambetas as a company to customize their 
future campaigns based on users’ needs and requests, to attract more audience and to target 
specific group of people more efficient by adjusting some of the settings of the campaign in 
order to be considered successful.  
In the following figures, the list of Hours Distribution of the 1st Facebook Campaign is being 
presented, understanding at the same time, the best hours to advertise or to promote a product 
or a service during the day. 
 
Figure 60: 1st Facebook Campaign Hours Distribution 1 
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Figure 61: 1st Facebook Campaign Hours Distribution 2 
According to those figures, we can easily understand that, ads attracted most of the users during 
afternoon and night hours regardless of gender or the age of each user. In more details, as figure 
59 demonstrates, from 5:00 PM until 2:00 AM Zambetas carousel ads had the most Impressions, 
most Link Clicks and the most users that saw and reacted to the advertisement, while the best 
hour to promote the online store, according to figure 60, was between 10 and 11 o’clock during 
night.  
However, hours that were less efficient comparing to the rest from above during the 1st 
Facebook Campaign, were between 3:00 AM and 3:00 PM in the afternoon. According to figure 
60, between this specific period there were 2 hours of the day that the ads managed to gather 
significant number users and those are 7 to 9 o’clock in the morning. This phenomenon has a 
simple explanation given that most of the people start to work during these hours while a 
significant percentage of those people use their social media accounts during that time. As 
mentioned before, those specific insights will be extremely useful and important for the 
continuation of the thesis and for the next campaign. 
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7 2ND DIGITAL CAMPAIGN 
After the end of the first digital marketing campaign period, the examination of all the gathered 
data and results from both Google and Facebook, and the analysis of the insights and 
information regarding campaign’s efficiency during this period, we have enough data to 
develop a second digital campaign in order to promote Zambetas web store in a more efficient 
and more productive way, since all of campaign’s settings are going to be optimized in favor 
of online users and the company itself.  
7.1 GOOGLE ADS 
Google Ads as a platform and as a marketing tool for companies, as we have already seen 
previously in the thesis, provide several information and data that can help businesses to evolve 
and to emerge in the market. According to the results of the first Google campaign that we have 
developed, we decided to conduct a 2nd Google Ad Campaign with customized and ever further, 
optimized settings using the extracted data that we gathered and examined in the previous 
period in order to gain eventually more online users and profits in the long term. The duration 
of the 2nd Google Ad Campaign was from the 9th of October until the 16th of the same month. 
7.1.1 GOOGLE ADS SETTINGS 
According to the data and the results that we gathered from the first digital campaign that we 
have already developed, and after the examination of all of those insights, it was decided to 
customize ever further than the first period the settings of the overall campaign. Before 
analyzing and explaining the reasons that we have proceed and decided to change some of the 
settings of the 2nd Google Ad Campaign comparing to the 1st, it should be mentioned that a lot 
of the settings were remained the same. Those settings are being demonstrated in the next two 
figures 62 and 63. 
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Figure 62: 2nd Google Ad Campaign Settings 1 
 
Figure 63: 2nd Google Ad Campaign Settings 2 
As we can clearly understand from the figures above, the overall Campaign Goal is to drive 
new and existent customers to Zambetas website and to increase visits to the site with a bidding 
strategy customized to company’s campaign. Moreover, as before, campaign is addressed to 
the Greek public and the bid strategy remains the same, which is to maximize clicks. 
To start with the analysis of the settings of the 2nd Digital Campaign, figure 64 presents the 
reasons that we have decided to exclude some of the Age Groups of the previous campaign that 
they weren’t as efficient as expected. 
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Figure 64: 2nd Google Ad Campaign Settings 3 
According to the figure above, inside the red box, there are mentioned the Age Groups that 
were considered as the Age Groups of the 2nd Digital Campaign and where the ads are going to 
be appeared. Those Age Groups are the following: 
• 25-34 years old 
• 35-44 years old 
• 45-54 years old 
• 55-64 years old 
We decided to choose those 4 Age Groups, because in the last campaign that we have 
conducted, they had the best performance among the rest of the groups gathering together 
almost the 65% of the overall users that the advertisement appeared on their screen. Therefore, 
in this way, we managed to narrow the audience of the second campaign and to target a more 
specific group in order to optimize our results.  
Besides that, in order to segment our target audience even further and have even better results 
at the end of the 2nd Digital Campaign, it was decided to have a custom schedule and specific 
fixed hours that the advertisement would run during the day. Therefore, after the fully detailed 
and analyzed data from the 1st Digital Campaign, regarding Hours Distribution, we decided to 
narrow down the hours that the ads would appear to online users and those are the following as 
the two figures below presents.  
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Figure 65: 2nd Google Ad Campaign Settings 4 
 
Figure 66: 2nd Google Ad Campaign Settings 5 
According to those figures, it is understood that the hours that they were decided for the 
advertisements to run were from 8:30 o’clock in the morning until 2:30 o’clock in the noon. 
Moreover, from figure 65, we can easily identify that, except from the mentioned hours from 
above, it is clear that the period during 5 to 7 o’clock is also efficient and extremely attractive 
period for online users. Therefore, another segment of hours has been created in which 
Zambetas digital marketing promotions ads for the online store would run and they are between 
4:30 and 7:30 in the afternoon. So, to sum up, this Google Ad Campaign will be active in the 
following hours: 
• 8:30 AM – 2:30 PM 
• 4:30 PM – 7:30 PM 
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Figure 67: 2nd Google Ad Campaign Settings 6 
Apart from the already mentioned settings, another extremely crucial and probably the most 
important of the 2nd Digital Campaign regards Keywords and Phrases. In figure 67 and in the 
red box, the most efficient and the most “popular” keywords are being demonstrated regarding 
the previous campaign that we have already conducted and presented its results above. 
Therefore, in order to have an optimized and high-impacted campaign, we decided to select 
these specific phrases to consist the keyword list of the new campaign, since in this way online 
stores can benefit from a larger audience visiting their web store and even gain more profits in 
the long term.  
Consequently, the way that the campaign was finally appeared to online users, after applying 
and adjusting all the above settings, is being demonstrated to the two following figures below 
with two different versions according to the device that the user was using that time. 
 
Figure 68: 2nd Google Ad Campaign - Desktop Version 
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Figure 69: 2nd Google Ad Campaign - Mobile Version 
7.1.2 GOOGLE ADS RESULTS 
In this specific section of the thesis, results of the 2nd Google Ad Campaign are going to be 
demonstrated and fully analyzed. Those results will, again, be split and examined in two parts, 
as they were presented above. Google Ads Insights are going to be the first part of the analysis.  
7.1.2.1 GOOGLE ADS DATA 
After the end of the second campaign, which was during 9th to 18th of October, we have gathered 
several data and insights regarding users’ behavior and movements in relation to the ads and to 
the online store in general. In the figure below, an overview of the campaign is being presented, 
by giving certain details of Clicks, Impressions, Average CPC and the overall Cost of the 
period. 
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Figure 70: 2nd Google Ad Campaign Overview 
According to the figure above, it can easily be understood that Clicks, during the period of the 
campaign, had an upward trend in average reaching at its peak almost at the end of the 
campaign. Moreover, Impressions have reached at extremely high levels, having an upward 
trend, except of a small recession in the middle of the time period for almost 2 days. Regarding 
Average CPC, as the graph presents, it remained, throughout the whole campaign, stable in 
comparison with the rest of the data, except one small fall during the last days of the campaign. 
Furthermore, the Total Cost of the overall campaign was 30€.  
7.1.2.1.1 KEYWORDS RESULTS 
To continue, the following figure, will present keywords performance during the 2nd campaign. 
As we mentioned previously, given that we have already narrowed down the keywords used 
for the 2nd Google Ad Campaign in comparison with the first, it was expected for those specific 
phrases to be more effective and have a huge impact on the campaign itself.  
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Figure 71: 2nd Google Ad Campaign Keywords Performance 
According to the figure above, keywords performance during the 2nd Google Ad Campaign are 
being deeply analyzed by presenting Clicks, Impressions, CTR, Average CPC and the overall 
cost of each keyword. As it is already mentioned, the keywords’ list of this Google Ad 
Campaign it is evidently smaller than the first, given that we have proceed to customization and 
optimization of the overall campaign.  
In other words, the keyword that had the best performance during this specific campaign was 
“είδη κάμπινγκ” based on the ratio between Clicks and Impressions and to be more specific 
with 55 Clicks and 467 Impressions. However, the keyword that gathered the most Impressions 
in comparison with the rest of the phrases, it was “είδη camping” with 553 Impressions but with 
the same number of Clicks in the ad. Therefore, the first keyword considered to be successful 
than the other. Despite that, the cost of both of those keywords reached at high levels comparing 
to the rest with 8€ and 8,50€ respectively. Moreover, as figure 71 presents, some of other 
keywords that were fluctuated at high levels were “ειδη καμπινγκ”, “σκηνεσ καμπινγκ” and 
“σκηνεσ camping”. Those keywords had performance quite effectively, having gathered almost 
950 Impressions and 75 Clicks all together in total while their overall cost during the campaign 
were 10€.  
7.1.2.1.2 GENDER RESULTS 
Besides that, Google Ads as a tool, offers the opportunity to companies to export crucial data 
regarding audience’s gender and how they behave during promotion ads according to their 
gender. Therefore, figures 72 and 73 below, will demonstrate and analyze these specific data 
that were gathered during the 2nd Google Ad Campaign in depth. 
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Figure 72: 2nd Google Ad Campaign Gender Distribution 1 
 
Figure 73: 2nd Google Ad Campaign Gender Distribution 2 
As figure 72 demonstrates, most of the traffic that the campaign ad attracted to Zambetas online 
store was mainly males as the first Google Ad Campaign managed to have. To be more detailed, 
figure 73, presents males monopoly over females regarding Clicks and Impressions, since men 
managed to have 114 Clicks and 1500 Impressions during this period, twice as much as women. 
Furthermore, the overall cost of each gender fluctuates at the same levels comparing to Clicks 
and Impressions, given that males charged the company around 17€, while females charged 
half of this amount. Despite that, females as a gender has a higher CTR than males with 12.45%, 
meaning that proportionally and comparing to men’s relation between Clicks and Impressions, 
more women have clicked on the ad. 
7.1.2.1.3 AGE RESULTS 
To continue, as it has been already mentioned previously, in order to have a more successful 
with better results campaign, it was necessary to narrow down the Age Groups and keep the 
most efficient. In this way, we tried to optimize 2nd campaign’s results and long-term 
company’s profits. Therefore, in the two following figures, Age Groups performance during 
the whole campaign is being presented, while Google Ads offers the opportunity to businesses, 
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and in that case to Zambetas, to investigate those results even further by examining specific 
stats and data that are given.  
According to the figures below, it can easily be understood, that disabling the two Age Groups 
that underperformed in the previous campaign, automatically, other groups, gained even more 
ground and performed even better in comparison with the 1st Google Ad Campaign. 
 
Figure 74: 2nd Google Ad Campaign Age Distribution 1 
 
Figure 75: 2nd Google Ad Campaign Age Distribution 2 
As figure 74 presents, the performance of all the four Age Groups that were included in the 
campaign, have reached high levels of Clicks and Impressions during this period. However, 
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according to the graph, the group that had the best performance comparing to the others, is Age 
Group of 45-54 years old. 
Figure 75 presents those results in more details, by demonstrating several stats and data of each 
Age Group, such as Clicks, Impressions, Average CPC and the overall cost of the group. As 
mentioned above, Age Group of 45-54 had the best performance throughout the whole 
campaign with 55 Clicks, 517 Impressions and an overall cost of 8€. Moreover, the second-best 
Age Group according to the figure above and the CTR is Age Group of 25-34 years with 39 
Clicks, 261 Impressions, 14,94% CTR and a total cost of 6.05€. However, this Age Group had 
the highest percentage of CTR, meaning that regarding the relation between Clicks and 
Impressions, it had the best performance among of the rest. Despite that, the rest of the Age 
Groups had almost the same performance, given that they fluctuated at the same levels with 
almost same number of clicks, Impressions and Click Through Rate (CTR).  
7.1.2.1.4 DAYS & HOURS RESULTS 
Google Ads offers also crucial data and insights to companies regarding the days and the hours 
during the day that ads were effective and reached more users bringing at the same time better 
overall results. In this campaign, Google Ads gathered extremely important information for 
Zambetas, since we had already made an ad schedule regarding the hours that this ad would run 
during the day. The figures below, presents the performance of days, hours within the day and 
time periods (as we have already set in the settings section) during specific days, providing 
specific data as previously. 
 
Figure 76: 2nd Google Ad Campaign Days & Hours Distribution 1 
The graph above, demonstrates, days performance during the time periods that they have 
already been set in a previous section of the thesis in blue boxes. In other words, the darker the 
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shade of the box, the more effective this day and period were. Therefore, according to the figure 
above, Tuesday, Wednesday and Thursday from 8:30 AM until 2:30 PM, had the best 
performance during whole campaign. Except those, Wednesday had also an excellent 
performance, and probably even better than the others, during the second time period of the day 
that was set and more especially from 4:30 PM to 7:30 PM. Those exact data are fully and 
deeply analyzed below, by presenting more detailed data.   
 
Figure 77: 2nd Google Ad Campaign Days & Hours Distribution 2 
 
Figure 78: 2nd Google Ad Campaign Days & Hours Distribution 3 
For the purpose of the thesis, the above lists were sorted based on Clicks in descending order. 
According to figure 77, Wednesday has been the most popular day compare to the other days 
by attracting, throughout the campaign, 59 Clicks, 655 Impressions with 9% CTR and an overall 
cost of almost 10€. Moreover, Tuesday had the second-best performance during this 2nd 
campaign with 41 Clicks, 417 Impressions and almost 10% of CTR. The overall cost of this 
exact day was 6€. Regarding Thursday and Saturday, they had almost the same performance 
sharing the same number of Clicks, while the rest days of the week they fluctuated in low levels 
in comparison with the days that were mentioned above. 
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Figure 78, on the other hand, analyze the hours that the ad had its best performance by 
presenting them in a descending order based on Clicks. According to the figure, 5:00 to 6:00 
PM appears to be the most effective and productive hour of the day by attracting 34 Clicks, 640 
Impressions in total and with 10% of CTR. From 1:00 PM until 2:00 PM, the ad gathered the 
second most Clicks and Impressions with 29 and 306 respectively, while having almost the 
same CTR with the best hour that the ad performed. The rest of the hours didn’t reach high 
levels of performance as it was expected. 
 
Figure 79: 2nd Google Ad Campaign Days & Hours Distribution 4 
Google Ads, except of the above features and data that provides to businesses in this specific 
section regarding the performance of the ad in certain days and hours of each day, offers also 
the opportunity to examine those data combined together. In this way, companies have the 
chance to examine and analyze different data that from different sources, since if they could 
combine together, they would offer extremely useful insights and data regarding ad campaigns. 
Therefore, given that Google Ads combine days and time periods of the day, companies, and 
in our case, Zambetas, can export extremely useful information and data regarding the most 
suitable time zones to run a digital marketing campaign. Figure 79 above, presents that the 
campaign on Wednesday and during the time period of 4:30 PM until 7:30 PM had its best 
performance. During this period, the ad had 30 Clicks, 339 Impressions, almost 9% of CTR and 
5,60€ as an overall cost. Moreover, Wednesday also takes the second place of the best 
performed hours and days of the campaign, but this time during the period of 8:30 AM until 
2:30 PM. In this specific time of the period, the campaign attracted 29 Clicks, 316 Impressions, 
had a 9% of CTR, while the overall cost was 4,30€. Also, the second-best day of the ad 
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campaign was Tuesday, since both of the time periods were at high positions on the list 
attracting at the same time 41 Clicks and 317 Impressions in total throughout the whole day. 
To continue, according to the figure, as it can easily be understood that time period between 
8:30 AM and 2:30 has been the most productive and efficient period, given that it also takes, 
besides the second place, third, fourth and fifth place on the performance list, while time period 
from 4:30 PM to 7:30 PM appears to be at last positions of the above list.  
7.1.2.2 GOOGLE ANALYTICS DATA 
In this section of the thesis, Google Analytics Data are going to be presented and deeply 
analyzed, since they were gathered during the 2nd Google Ad Campaign. As it has already been 
mentioned above, Google Ads as a tool and Google Analytics can be linked during a campaign 
in order to work together and provide extra insights and data to businesses regarding their 
audience, their behavior, their acquisitions, their goals etc. Therefore, we have proceeded, and 
we have linked those two tools from Google, to export deeply detailed data that would help 
company’s operations and systems for their future digital marketing campaigns.  
In the figure below, an overview of the overall 2nd Google Ad Campaign is presented, according 
to data that were gathered from Google Analytics. 
 
Figure 80: 2nd Google Ad Campaign Google Analytics Overview 
As figure 80 presents, the overall users of the 2nd Google Ad Campaign according to Google 
Analytics were 1689, while the new users were 1483. Moreover, the total sessions of the 
campaign were 2215 and the number of sessions per user was 1,31, while the average Session 
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Duration was 3 minutes and 20 seconds. Furthermore, according to the figure, the total 
Pageviews of the ad were 8421 and the pages that the users were visiting per Session were 3,80. 
The percentage of new visitors regarding to the chart above, was 79,7% while returning visitors 
take the 20,3% of the pie. 
7.1.2.2.1 AUDIENCE BEHAVIOR RESULTS 
Audience’s behavior during an Ad Campaign, is an essential statistic that influences campaign’s 
results and productivity in general. Therefore, it is extremely important for companies and for 
Zambetas also, to deeply examine and analyze audience behavior throughout the whole 
campaign period. The figure below, presents an overview of audience behavior during the 2nd 
Google Ad Campaign period. 
 
Figure 81: 2nd Google Ad Campaign Behavior Overview 
According to the figure above, the Average Time on a Page of Zambetas’ online store was 1 
minute and 11 seconds. Moreover, the Bounce Rate of the web store during this campaign was 
53,60%, while Exit Rate was at a lower level with 26,30%. As already mentioned before, 
several times Exit Rate it is confused with Bounce Rate, so it is extremely important for 
companies to know their difference and how to distinguish them. Furthermore, as the figure 81 
demonstrates, pageviews over time, have been fluctuated almost at the same levels throughout 
the overall campaign, apart from an exception on 12th of October, where it appeared a 
downward trend, but in the end of the day, had reached at the same levels. 
7.1.2.2.2 HOURS PER DAY RESULTS 
Google Analytics as a marketing tool for businesses, provides a tone of data and insights 
regarding company’s website performance, their online users behavior and information about 
their conversions and acquisitions. Apart from these, Google Analytics provide several data 
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regarding which hours during the day the ad campaign had its best performance. Therefore, 
figure 82 below, presents an overview of the data for each hour of the day that were gathered 
during the campaign period while in the following two figures are deeply analyzed in more 
details. 
 
Figure 82: 2nd Google Ad Campaign Hours of the Day Overview 
According to the figure above, the hours that the users clicked or have been interacted with the 
ad were specific and seemed to have several fluctuations due to the fact that from the Google 
Ads Settings section, we have set certain hours that the ad would appear to online users. In the 
two following figures, the hours that had the best performance during the 2nd campaign are 
being presented in more details in comparison with figure 82. 
 
Figure 83: 2nd Google Ad Campaign Hours Distribution 1 
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Figure 84: 2nd Google Ad Campaign Hours Distribution 2 
Inside the two red boxes in the figures above, the two different time periods of the 2nd Google 
Ad Campaign are presented. Each of the box represents one time period of the campaign. 
Regarding the first group of the time periods of the 2nd Google Ad Campaign which is between 
8:30 AM and 2:30 PM, according to the figures above, it is clear that the hour with the best 
performance was 1 o’clock in the noon. Campaign Ad, in this exact hour, gathered 29 Users 
with 26 of them were new, while the overall sessions were 29. Furthermore, the Bounce Rate 
was almost 52%, Pages per Session was 2,66 and the Average Session Duration per visit was 1 
minute and 16 seconds.  
Regarding the second group of those time periods that were set before, which is between 4:30 
PM and 7:30 PM and according to figure 84 above, the hour that had the best performance 
during this campaign was 5 o’clock in the afternoon. The ad, during this hour, attracted 31 
Users with 26 of them were new, while the overall Sessions were 34. However, comparing to 
the first groups, the Bounce Rate was significantly lower, at 42%, Pages per Sessions was 3,35 
and the Average Session Duration per visit was 1 minute and 40 seconds.  
Therefore, by the comparison of the best hours of both time periods of the 2nd Google Ad 
Campaign, it is resulting that the best hour of the overall campaign is 5 o’ clock in the afternoon, 
given that Users, Sessions and Average Session Duration per visit were is a much higher levels 
than the other. Despite those, Bounce Rate had produced extremely good results with 42% in 
comparison with the second-best hour that had 52%. The difference is huge, if we take into 
account that most of the companies nowadays are struggling to decrease this percentage. 
7.2 FACEBOOK ADS 
Besides Google Ads, another channel that we used also in the 1st Digital Marketing Campaign 
in order to promote Zambetas products, is Facebook. Nowadays, Facebook ads are continuously 
growing every day and becoming a standard medium of business marketing department 
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promotions. Therefore, in collaboration with Zambetas team, we have conducted a new 
campaign on Facebook with customized settings in order to reach even more people than the 
previous campaign. The period of Facebook ‘s campaign was from 8th until the 10th of October. 
In this part of the thesis, the optimized settings of the campaign are going to be presented first, 
since we have already processed and analyzed all the data that we gathered from the previous 
campaign in order to optimize company’s profits in the future and the overall results, which are 
going to be fully and deeply analyzed later on. 
7.2.1 FACEBOOK ADS SETTINGS 
In this specific section, the overall settings of the second Facebook campaign are going to be 
presented. Figures below, shows the exact settings that were applied for the Facebook 
campaign. 
 
Figure 85: 2nd Facebook Campaign Settings 1 
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Figure 86: 2nd Facebook Campaign Settings 2 
The figures above present the first general settings and the overall objective of the campaign. 
In other words, the main objective of this Facebook campaign was to attract more traffic to the 
online store and at the end of the day gain even more customers as a company and the format 
of the ad was Carousel with two banners of the company. Regarding campaign’s budget, 
Facebook offered the opportunity to optimize budget while distributing company’s budget 
across Ad Sets in order to get more results depending on company’s delivery optimization 
choices.  
So, in our case, and especially in the 2nd Facebook Campaign that it has been conducted, we 
have decided that according to our findings in the 1st Facebook Campaign, to apply more 
customized settings in order to have a campaign with more productive effective results. 
Therefore, the overall campaign has been divided in two different Ad Sets according to the 
performance of Genders and Age Groups in the 1st Facebook Campaign. For this reason, we 
decided to create two separate groups, with the first being consisted of men that were over 25 
years old and the second being consisted of females that were between 25 and 65+ years old, 
while their daily budget was 3€ for each group. 
Despite that, according to the already fully analyzed data from the 1st Facebook Campaign, we 
have also decided to exclude certain Regions of the country that were underperformed in the 
previous campaign and to keep those that reached high levels of performance. Those are the 
following: 
• Attica 
• Central Macedonia 
• Thessaly 
• Western Greece 
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• Eastern Macedonia and Thrace 
• Crete 
• Central Greece 
Therefore, since those campaign settings has been applied, the following figures are 
demonstrating the way that carousel ads are appeared on the targeted audience that already has 
been set, while, also, there are different versions regarding the type of the device that the user 
is using. 
 
Figure 87: 2nd Facebook Campaign - Desktop Version 
 
Figure 88: 2nd Facebook Campaign - Mobile Version 
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7.2.2 FACEBOOK ADS RESULTS 
In this section of the dissertation, Facebook campaign results are going to be presented through 
some figures that allow the reader to understand the important data that a company can export 
and could potentially help companies to evolve their overall operations and their relationship 
with their audience. Firstly, an overview of the 2nd Facebook Campaign is going to be presented, 
providing at the same time the data in total and then, the results of each Ad Sets are going to be 
demonstrated and be explained using fully detailed insights that were gathered during this 
period. 
7.2.2.1 FACEBOOK ADS TOTAL OVERVIEW 
In this section of the dissertation, the overview of the 2nd Facebook Campaign is presented with 
all of the important data that Facebook offer to companies through the “Business Manager” 
tool. The figure below, presents an overview of Facebook’s campaign during this period. 
 
Figure 89: 2nd Facebook Campaign Overview 
The figure above, presents the users that the overall campaign reached, the Total Amount that 
were spent, Impressions and Link Clicks. According to the graph, the campaign has reached 
44.424 users throughout the whole campaign period spending at the same time 60€ in total. 
Moreover, the Impressions of the ads were almost 67.000 and the total Clicks that the ads 
gathered were 2320. 
To continue, Facebook also offers the opportunity to companies to have a closer look into their 
campaigns data by providing detailed insights that could be extremely helpful in their future. 
Those results are being demonstrated below and regards about audience’s age and gender 
distribution, regions and the hours of the day that the ads were most efficient. 
7.2.2.1.1 AGE DISTRIBUTION 
Facebook, as a platform, offers several data to companies regarding users age that have already 
interacted with their advertisements, given that Facebook has also proceeded to segment those 
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data into groups providing in this way statistics of each group. The age groups that Facebook 
has already segmented, are being presented below. 
 
Figure 90: 2nd Facebook Campaign Age Distribution 1 
 
Figure 91: 2nd Facebook Campaign Age Distribution 2 
From the two figures above, it can easily be understood that the Age Group that had the best 
performance throughout the 2nd Facebook Campaign is 55-64 years old, since Ads in this group 
managed to gather 18400 Online Users, with 28470 Impressions and 1030 Link Clicks. The 
overall cost for this specific Age Group was 27€, the largest amount among the rest of the 
groups. The second-best Age Group, regarding reached users, was 45-54 since it managed to 
attract 12720 Users with 18906 Impressions and 705 Link Clicks. 
As we it can easily be noticed in figure 90, Age Group of 18-24 has not data to present, because 
this specific group is excluded from the 2nd Facebook Campaign, since it underperformed 
during the 1st Facebook Campaign and we have decided to excluded it from the settings section 
in order to optimize as much as possible the results of this campaign. 
77 
 
7.2.2.1.2 GENDER DISTRIBUTION 
Apart from offering important data regarding audience’s age, Facebook also provides the 
opportunity to businesses to have a look at users’ gender and export crucial information about 
their users. In the figures below, Gender distribution is presented with detailed data insights. 
 
Figure 92: 2nd Facebook Campaign Gender Distribution 1 
 
Figure 93: 2nd Facebook Campaign Gender Distribution 2 
According to figure 92, we can easily understand that male was the gender that carousel ads 
attracted the most during the 2nd Facebook Campaign, but with a slight difference than women. 
Figure 93, on the other hand, presents in more details, reached Users, Impressions, Link Clicks, 
Cost per Result and the Amount that was spent in this specific campaign period for each gender. 
According to figure 93, male gender had the biggest participation in Zambetas’ Facebook 
campaign with a small difference between females attracting also at the same time almost 
23.330 Users, over than 35.700 Impressions and more than 1000 Link Clicks during this period. 
The overall amount that was spent for this gender was almost 30€. Regarding females, they had 
also similar performance to males reaching almost 20.500 users with 30.380 Impressions and 
1280 Link Clicks in total, while the company itself, spent the same amount with the other 
gender. 
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7.2.2.1.3 AGE & GENDER DISTRIBUTION COMBINED 
Facebook offers, the chance to businesses to combine several data to extract further statistics 
and information regarding their marketing campaigns and their advertisements. Therefore, for 
the purpose of the dissertation, we combined age and gender distribution results together, in 
order to export extremely crucial insights regarding campaign’s audience.  
In this way, after analyzing those data, marketing campaigns can be fully customized, while it 
could optimize users experience and increase company’s profits. In the figure below, age and 
gender groups are presented by combining their results, in order to receive more detailed 
information regarding company’s online store users. Therefore, in this way, we could possibly 
identify, with more ease, the group with the most participation during this campaign.  
 
Figure 94: 2nd Facebook Campaign Age & Gender Distribution 1 
 
Figure 95: 2nd Facebook Campaign Age & Gender Distribution 2 
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In figure 94, Zambetas can have an overview regarding audience’s insights and which age 
groups, after combining gender data, have huge participation in Facebook campaign. It can 
easily be understood that the group that had the best results during the 2nd Facebook Campaign 
was Females between 55 and 64 years old. Figure 95 presents statistics with more details, in 
order to fully understand the impact of each group to campaign’s results. 
From figure 95, we can easily understand that age between 55-64 and more especially females 
of this group, had the most participation in Zambetas’ marketing campaign, reaching the most 
users than the rest of the age and gender groups, having at the same time the most Impressions 
and Link Clicks. In other words, females of 55-64 age group gathered 15.720 Impressions and 
632 Link Clicks, while the audience that was reached during this time were 10.350 people. The 
same Age Group regarding males had the second-best results throughout the whole 2nd 
Facebook campaign attracting 8050 Users, 12.750 Impressions and 400 Link Clicks.  
However, the Age Group with the worst performance in comparison with the rest, was males 
between 25-34 years old gathering 750 Users with 1000 Impressions and having only 25 Link 
Clicks. 
7.2.2.1.4 REGION DISTRIBUTION 
Facebook offers to businesses results regarding users’ exact location and in which specific 
region, campaign had the biggest effect on the audience having, also, the most appearances. 
Figure 96 below, presents the regions of Greece that were included during campaign’s settings 
selection in order to narrow down the targeted audience and to optimize campaign’s results.  
 
Figure 96: 2nd Facebook Campaign Region Distribution 
From the figure above, it can easily be understood that Attica was the region that campaign ads 
had the most appearances comparing to the rest of the regions. Attica managed to attract 17.500 
Users, 26.000 Impressions with 950 Link Clicks and with an overall cost of 25,30€. Central 
Macedonia, according to the figure, was the next big region, that had huge impact in company’s 
campaign with 10.200 users, 15.600 Impressions and 610 Link Clicks. The total amount that 
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Zambetas spent for this region was 13,80€. Moreover, Thessaly and Western Greece were 
following with around 3.400 users and 5.000 Impressions each. Link Clicks for both regions 
were significantly lower compare to Attica’s and Central’s Macedonia reaching only 146. The 
overall amount that the company spent were 4,5€ for each region. Region, that appears to have 
the worst performance during this campaign is Central Greece gathering the least number of 
users in relation to the other regions. To be more specific, Central Greece managed to gather 
2.800 Users, 4.440 Impression and 126 Clicks, while the total cost of the this region was only 
3,50€. 
7.2.2.1.5 HOURS DISTRIBUTION 
For businesses, it is extremely important to gather data that would help companies evolve 
regarding marketing promotions. Such insights would clearly be the hours that advertisements 
attract more users to company’s online store or social media accounts depending on campaign’s 
goals.  
In our case, those data would definitely help Zambetas to customize their future campaigns 
based on users’ needs, to attract more audience and to target people more efficient by adjusting 
some of the settings of the campaign in order to be considered successful. Nevertheless, in 
relation with the rest of the data that we have already analyzed above, it this specific section we 
decided to have no restrictions regarding the hours that the campaign would run during the day. 
The figure below, presents a graph of Hours Distribution regarding the 2nd Facebook Campaign, 
understanding at the same time, the best time to advertise a product or a service. 
 
Figure 97: 2nd Facebook Campaign Hours Distribution 1 
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Figure 98: 2nd Facebook Campaign Hours Distribution 2 
 
Figure 99: 2nd Facebook Campaign Hours Distribution 3 
According to the figures above, for the purpose of the thesis, the hours of the day has been 
sorted by the users that have reached the ads in a descending order. Ads attracted most of the 
users during afternoon and night hours regardless of gender or the age of each user. In more 
details, as figure 98 demonstrates, from 2:00 PM until 9:00 PM Zambetas carousel ads had the 
most Impressions, most Link Clicks and the most Users that reacted to the advertisement, while 
the best hour to promote the online store, according to figure 98, was between 8 and 9 o’clock 
during night. During this hour, Zambetas ads gathered 4.800 Users, 5.100 Impressions, 175 
Link Clicks while the overall cost for this hour was 4,50€ 
However, hours that were less efficient comparing to the rest from above during the 2nd 
Facebook Campaign, were between 1:00 AM and 4:00 AM in the morning. According to figure 
99, between this specific period the ads managed to gather less than 1.000 Users and 
Impressions, with 15 Link Clicks for each hour. As mentioned before, those specific insights 
and data will be extremely important for Zambetas for their future digital marketing campaigns 
and strategies. 
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7.2.2.2 FACEBOOK AD SETS 
As it has already been mentioned, in order to receive and have better results in the 2nd round of 
Facebook Campaign, we have customized the settings of the overall campaign. The goal was 
to exclude and narrow down Groups that were underperformed in the previous campaign and 
to keep those that were performed as expected or even better. In this way, 2nd Facebook’s 
Campaign results would be fully optimized targeting at the same time Zambetas audience more 
efficiently. 
For this reason, after the deeply analysis and examination of the results of the 1st campaign that 
has been made in the previous parts of the thesis, 2 Ad Sets have been created to segment the 
audience that we wanted to target in a more productive way and those are the following: 
• 25+ Males 
• 45-65+ Females 
7.2.2.2.1 25+ MALES AD SET 
In this specific Ad Set of the campaign are included males that are over 25 years old. The figure 
below, presents an overview of this Ad Set during the 2nd Facebook Campaign. 
 
Figure 100: 2nd Facebook Campaign 25+ Males Ad Set Overview 
According to the figure above, it can easily be understood that the users in this specific Ad Set 
that reached the campaign’s ads were 23.330 with 35.750 Impressions and 1.030 Link Clicks 
in total. The overall amount that the company spent for this Ad Set was almost 30€. 
7.2.2.2.1.1 AGE DISTRIBUTION 
In this section of the 2nd Facebook Campaign, the age distribution of this specific Ad set is 
presented through the following figure. 
 
Figure 101: 2nd Facebook Campaign 25+ Males Ad Set Age Distribution 
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As it can easily be identified for the figure above, the Age Group that had the best performance 
in relation with the rest of the groups was males between 55-64 years old. They managed to 
gather 8.050 Users, 12.750 Impressions with 400 Link Clicks, while the cost of the group in 
this specific Ad Set was 11,70€. The Age Group that was not performed as it was expected was 
ages between 25-34, given that they attracted 750 Users, 1.000 Impressions and only 25 Link 
Clicks. 
7.2.2.2.1.2 REGION DISTRIBUTION 
Regarding Region Distribution of this specific Ad Set, the figure below, presents the useful 
results that were gathered during the 2nd round of Facebook Campaign. 
 
Figure 102: 2nd Facebook Campaign 25+ Males Region Distribution 
According to the figure above, it is clear that, the regions that attracted most of the users of this 
Ad Set were Attica, Central Macedonia and Thessaly, while the regions that were not 
participated as expected to the overall campaign are Crete and Central Greece. Those results 
match exactly with the already mentioned and analyzed regions results of the 2nd Facebook 
Campaign Overview. 
To be more specific, from figure 102 it can easily be identified that Attica as a region managed 
to attract 8.770 Users, 13.230 Impressions, 430 Link Clicks, while the overall company’s cost 
for this region was 12€. On the other hand, Central Greece was the region that didn’t participate 
as it was expected in Zambetas’ 2nd Facebook Campaign. It managed to gather 1.625 Users, 
2.460 Impressions and 64 Link Clicks. The overall cost was 1,85€. 
7.2.2.2.1.3 HOURS DISTRIBUTION 
In this part of the Campaign, the hours distribution of this Ad set is presented through the 
following figure. 
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Figure 103: 2nd Facebook Campaign 25+ Males Ad Set Hours Distribution 1 
 
Figure 104: 2nd Facebook Campaign 25+ Males Ad Set Hours Distribution 2 
As the figures above presents, it can easily be understood that the hours that were the most 
popular for the whole campaign, have gathered the most users in this Ad Set too. According to 
figure 103, hour between 8:00 PM and 9:00 PM had the best performance comparing to the 
other hours and it managed to gather 2.600 Users, 2.765 Impressions with 91 Link Clicks, while 
the cost of this hour to the company was 2,30€. 
On the other hand, the hour that had worst performance of all the hours fluctuating at low levels, 
was 4:00 AM to 5:00 AM, which is managed to gather 161 Users, 171 Impressions with only 3 
Link Clicks. 
7.2.2.2.2 45-65+ FEMALES AD SET 
In this specific Ad Set of the campaign are included females that are over 45 years old and were 
excluded women that are younger. The figure below, presents an overview of this Ad Set during 
the 2nd Facebook Campaign. 
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Figure 105: 2nd Facebook Campaign 45-65+ Females Ad Set Overview 
According to the figure above, it can easily be understood that the users in this specific Ad Set 
that reached the campaign’s ads were 20.086 with 30.380 Impressions and 1.279 Link Clicks 
in total. The overall amount that the company spent for this Ad Set was almost 30€. 
7.2.2.2.2.1 AGE DISTRIBUTION 
In this section of the 2nd Facebook Campaign, the age distribution of this specific Ad set is 
presented through the following figure. 
 
Figure 106: 2nd Facebook Campaign 45-65+ Females Ad Set Age Distribution 
As it can easily be identified for the figure above, the Age Group that had the best performance 
in relation with the rest of the groups was males between 55-64 years old. They managed to 
gather 10.020 Users, 15.720 Impressions with 632 Link Clicks, while the cost of the group in 
this specific Ad Set was 15,40€. The Age Group that had the worst performance in relation with 
the rest of the groups, was 65+, since they attracted 4.190 Users, 6.331 Impressions and 238 
Link Clicks. The overall cost of this specific Age Group in is Ad Set was 6,30€. 
7.2.2.2.2.2 REGION DISTRIBUTION 
As far as it concerns, Region Distribution of this specific Ad Set, the figure below, presents the 
important data that Facebook has gathered during the 2nd round of the campaign. 
 
Figure 107: 2nd Facebook Campaign 45-62+ Females Ad Set Region Distribution 
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According to the figure above, it is clear that, the regions that attracted most of the users of this 
Ad Set were Attica, Central Macedonia and Crete, while the regions that were not performed 
as expected throughout the overall campaign are Western and Central Greece. Those results 
have a lot of data in common with the already mentioned and analyzed regions results of the 
2nd Facebook Campaign Overview. 
To be more specific, from figure 107 it can easily be identified that Attica as a region managed 
to attract 8.650 Users, 12.830 Impressions, 518 Link Clicks, while the overall cost for this 
region was 13,20€. On the other hand, Central Greece was the region that didn’t performed as 
it was expected in Zambetas’ 2nd Facebook Campaign. It managed to attract 1.260 Users, 1.980 
Impressions and 62 Link Clicks. The overall company’s cost was 1,65€. 
7.2.2.2.2.3 HOURS DISTRIBUTION 
In this section of the Ad Set, the hours distribution of this Ad set is presented through the 
following figure. 
 
Figure 108: 2nd Facebook Campaign 45-65+ Females Ad Set Hours Distribution 1 
 
Figure 109: 2nd Facebook Campaign 45-65+ Females Ad Set Hours Distribution 2 
As figure 108 presents, it can easily be identified that the hours that were the most popular for 
the whole campaign, have gathered the most users in this Ad Set too. According to figure 107, 
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hour between 9:00 PM and 10:00 PM had the best performance comparing to the other hours 
and it managed to gather 2.400 Users, 2.465 Impressions with 95 Link Clicks, while the cost of 
this hour to the company was 2,30€. 
On the other hand, the hour that had worst performance of all the hours fluctuating at low levels, 
was 4:00 AM to 5:00 AM, which is managed to gather 69 Users, 72 Impressions with only 2 
Link Clicks. 
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8 CONCLUSIONS & FUTURE WORK 
In this final chapter of the thesis, there will be a final discussion and summarization of the 
results derived in the previous chapters. When small businesses are getting started, their main 
goal is how to attract their first group of customers. They may rely on traditional methods of 
advertising, such as newspapers, magazines and TV ads or even big signs on the road. 
While this strategy may be effective for the company, there is a better and easier way. Small 
businesses should consider the huge marketplace of worldwide web. The potential customers 
that companies could find online is a much larger group of people than they are able to attract 
locally. Using digital marketing methods, company can enlarge their audience in a way that is 
both cost-effective and measurable. So, for companies, it is extremely important to apply digital 
marketing methods in order to evolve as a business and to gain even more profits in the long 
term. 
As we have already mentioned throughout the whole dissertation, and after the deeply analysis 
that had been made, digital marketing offers companies the opportunity, by applying several 
digital methods, to get and extract very crucial and important information and data. Therefore, 
companies have the chance to understand their audience how visit their online store, while also 
have the opportunity to track their root inside the web store, to recognize their behavior and 
what they did in company’s online store, to trace their navigation upon the website and to 
identify from which page the exit company’s site.  
Moreover, with the help of certain marketing tools that companies can use in order to have the 
chance to promote their products or services through the web, can export extremely useful data 
and segment their audience regarding their age, gender, regions, hours of visiting and household 
income. Those tools are Google Ads and Facebook Ads that were used in this dissertation too. 
Throughout the whole thesis, we understood the necessity and the value that those tools bring 
to the overall company because through these, business and in our case, Zambetas, can more 
easily understand and come closer to their customers and their needs.  
These tools, offer the opportunity to Zambetas to create a bond and a deep relationship between 
the company and customers, given that, Zambetas will now customize and even optimize its 
operations after the analysis that has been made to all the gathered data from those 2 Digital 
Marketing Campaigns that has been conducted. 
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From those 2 Digital Marketing Methods, Zambetas, managed to increase its audience flow and 
the users that visiting company’s web store in average. Furthermore, it managed to identify its 
customers and the people that are interested in the brand, by analyzing data regarding age, 
gender and regions. Those insights and data would be extremely crucial for future Digital 
Marketing Campaigns of the company and its overall Marketing Strategy of the next years, 
since now Zambetas know their customers and their needs. 
Concerning future work, many different tests, and experiments have been left as work for the 
future due to lack of time. This kind of work concerns deeper analysis of particular mechanisms, 
or new proposals to try different methods. Below, some ideas that could possibly extend the 
work of the current dissertation are being presented. These are the following: 
1. Future work can include several tools outside of the digital marketing industry that could 
be extremely useful for companies that they take advantage of them. Such tools might 
be visualization tools that through them, results and data can be expressed in a different 
way. Those tools offer the opportunity to data to be visualized with an easier way to 
create visual presentations of enormous data sets. When dealing with data sets that 
include hundreds of thousands of data, that can automate the whole operations of 
processing insights and data. Moreover, with these tools, companies can create and 
develop certain reports, annual marketing and sales reports, dashboards etc that could 
help to understand the gathered results in a more effective way. Such tools might be 
Microsoft BI, Tableau or Google Data Studio. 
2. As a continuation of this work, it could be the choice of even more social media channels 
(Instagram, Twitter, Snapchat, YouTube etc.) to promote and advertise Zambetas 
products and services. However, this requires a deep and very careful market and 
competitors’ analysis to identify the overall market needs. Despite that, campaigns 
could possibly increase in number, while the duration of those could be extended in 
order to gather and receive even further data and insights to examine and analyze using 
the already mentioned marketing tools. 
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